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Tue Bell System has an important part in Television. Basis 


Already its Long Distance facilities are being used to carry 
Television to areas totaling more than 48,000,000 population. The 
East Coast and Midwest networks have been joined. Further ex- 
pansion is under way and proceeding rapidly. The number of 
miles of Bell System channels for transmitting programs betwe°n 











Television stations will be more than doubled this year. Gunna. 
: ’ found 

Both coaxial cable and radio relay are being used. The rac io pers 
Section of COAXIAL CABLE relay systems are designed to beam telephone calls or Televisi \n rg : 
: é An e 
programs from tower to tower across the countryside. The distan:e throug 
between radio relay towers averages 25 miles. nage 

alls 

The coaxial cable is no thicker than a man’s wrist but 18: 0 ies 
Long Distance conversations or six Television programs can 0 about 
through the one cable at one time. “ 


Compa 
It’s all quite wonderful but it is only the beginning of si | 
greater things to come. The Bell System is stepping right ahead w: h 
Television in both research and building. DAR 
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Wha te Expect Neat Mouth 


Illinois. A brief explanation of the com- 
pany’s system of multiple management is 


GeneraL Motors Corporation recently 
found a way to cut costs when it pro- 








duced a master parts book for trucks 
that replaced 46 previous publications. 
An economical method was developed 
through use of an Addressograph in- 
stallation and photo-offset printing. De- 
tails of this cost-cutting procedure will 
be found in next month’s AMERICAN 
Bustness. In the same issue is a story 
about employee relations, describing the 
setup at the David C. Cook Publishing 
Company in the small town of Elgin, 


included. The November magazine also 
carries a picture story of the new offices 
at Victor Adding Machine Company, 
wartime source for the Norden bomb- 
sight. Air in these new offices is changed 
every 2 minutes, and the lighting 
system features egg-crate ceilings that 
eliminate shadows. Also in the issue is an 
article about the amazing results pro- 
duced by a survey concerning automatic 
typewriters. 
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SEND IT 
OUR WAY 


pote D that dark, heavy cloud our 
way. 

We will gladly do your payroll 

registers, distribution forms, checks, 

etc., week after week. 


You see, we prepare payroll and 
related tax work on high-speed, al- 
phabetic and numeric tabulating 
machines. All work is done in our 
offices by our trained personnel. 
Opportunity for error is nil. 

We can save money, time and per- 


sonnel headaches for you—just as 
we do for so many firms! 


FREE BOOKLET 


“Modern Payroll Service” tells how 
this efficient, confidential service 
can be used by your firm. Send for 
it now. 


Tabulation Specialists 


Let us tabulate your sales, orders, 
prices, costs, inventories, vouchers, 
special reports and other statistics— 
just as we have been doing for many 
of America’s leading firms these past 
40 years! 


For literature and quotations, write to: 


Recording and Statistical 
Corporation 


CHICAGO © BOSTON © # £DETROIT 
MONTREAL © TORONTO 
100 Sixth Ave, New York 13, WN. Y. 
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Another Cause of Absenteeism 
To the Editor: 


Just for the purposes of the records, 
I am going to trade you a fact for an 
opinion. 

In the editorial under the heading of 
“Absenteeism” on page 5 of your August 
issue the statement is made, “Of course 
high wage rates are not the only reason 
for absenteeism. As a rule it is a silent, 
inarticulate protest against intolerable 
working conditions of one kind or an- 
other.” I could point out to you more 
than one manufacturing plant where the 
management will tell you that many of 
the employees take 2 or 3 weeks’ vacation 
on their own in addition to the 2 weeks’ 
paid vacation given them by the com- 
pany. Furthermore, they take these 2 or 
8 extra weeks, with possibly another 
week or so in the fall when the hunting 
season opens, because their wages are so 
high that they can now afford to take the 
extra time off. 

I would amend the editorial to read, 
“Sometimes this is a silent, inarticulate 
protest, etc,” but probably in the 
majority of cases the extra time is taken 
for the reason that I have given 
above—Howarp CAMPBELL, president, 
Gardner Publications, Inc., Cincinnati, 
Ohio. 


The Truth About Corporate 
Earnings 
To the Editor: 


I was amused about your comments on 
Philip Murray and his statements in your 
July issue. Yes, he and other labor lead- 
ers know the truth about corporate 
earnings. In their statements and propa- 
ganda they never tell the whole story. 
They merely flaunt the figures before 





(Courtesy of Pitney-Bowes, Inc.) 





their men and the public but they never 
state how much of a corporation’s earn- 
ings has to be set aside for improvements, 
for sinking funds, for replacement of 
capital items, etc. It sounds big to say 
how many millions a corporation made 





but when you actually apply the earnings 
against the capital invested and the dis- 
tribution of dividends among the many 
thousands of stockholders (which most 
large corporations have), the earnings 
are far from being out of proportion and, 
in a great many cases, not sufficient. 

This brings up the question of where 
corporations are going to get new invest- 
ment or “risk” money. The returns on 
investments are not sufficient for peopie 
who want to invest to make it worth- 
while. Five or six per cent before 1941 
was considered a good return. Since that 
time we have gone through inflation and 
the purchasing power of a dollar is about 
one-half of what it used to be. People, 
especially the older ones, who have been 
living on the incomes of their invest- 
ments are having a hard time of it. Many 
have a fixed investment which they have 
not been able to increase but with their 
returns today they can only buy half of 
what they used to. 

Many large corporations have been 
forced to obtain additional working 
capital for enlarging their operations 
from insurance companies—but there is 
a limit to that also. There is another 
point that the government has ignored 
for years—that is, double taxatio: on 
earnings. The corporation has to pay its 
income tax and when it is distributed, 
the stockholders are also taxed. 

Labor leaders’ tactics are hurting usi- 
ness to the extent of discouraging in- 
vestors and if they keep up their unfair 
criticisms, they will create the very con- 
dition which we are all concerned a}out 
—unemployment.—Cuaries Mutter, (‘hi 
cago, Ill. 
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White-Collar Production 


To the Editor: 


Thank you for your letter and for your 
July issue. 

The white-collar article is excellent, 
partly because it’s written in a fine 
natural style, partly because you've 
grasped the spirit of the whole idea, and 
partly because you squarely express your 
own opinions on the subject. 

Your whole magazine in fact invites 
confidence. It is well gotten up. It is 
wholly free of bizarreness or other such 
elements that seek to win cheap applause. 
it takes a firm position on what it pre- 
sents. And this is high praise in these 
days of pulp, patter, and pusillanimity.— 
Cart F. Braun, president, C. F. Braun 
§ Co., Alhambra, Cal. 


Personnel Society Aims 
To the Editor: 


Mr. Lovelace’s fine article on the 
American Society for Personnel Admin- 
istration was very objective and very 
nicely written. The people who were in- 
strumental in founding this new society 
were just as anxious to see that honesty 
prevailed in society of personnel people 
as was Industrial Relations and now 
AMERICAN BusrNess. 

We intend to have this society not only 
democratic but also honest in its relation- 
ships with men and women in the person- 
nel field and other business organizations 
and societies. 

I am sure that I speak for the entire 
board of directors when I say that we 
will be more than happy to cooperate 
with your organization in furnishing any 
information that we may have available 
on the society or on the general subject 
of industrial relations.—JoHn McBruvz, 
supervisor, industrial relations, Clark 
Equipment Company, Buchanan, Mich. 


Mr. McBruwe: Keep up the good work. 


Hide-and-Seek 
To the Editor: 


Thank you for your letter in which 
you called our attention to your review 
of the ninth annual edition of the “Edu- 
cators Guide to Free Films.” 

We had previously received a few 
orders as a result of this review, and I 
personally made a search for the review. 
There is, undoubtedly, a strong reader 
interest in visual education among your 
subscribers. 

In my search for the review, I tried 
at first to find it by a casual inspection 
of the magazine. This didn’t work. Then 
I tried reading through a few likely 
looking articles. It didn’t work. Finally 
I decided to read the whole magazine 
from cover to cover. That worked. I 
found the review of the Film Guide on 
page 55 and was richly rewarded by 
reading a fine batch of articles. I feel 
grateful to you, in a way, for making 
me read your whole magazine, from 
cover to cover.—Paut T. Copy, Edu- 
cators Progress Service, Randolph, Wis. 
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... with this New Low-cost 


Underwood 
Sundstrand 


Portable Posting Machine 


This revolutionary, low-cost machine 
makes machine accounting profitable 
for any business . . . even those having 
only a few postings per day. 

It performs 14 operations automat- 
ically . . . including automatic print- 
ing of dates and descriptive symbols 
... automatic tabulation . .. automatic 
subtraction . . . automatic printing of 
debit and credit balances. Never be- 
fore have so many automatic time-sav- 
ing features been combined in a post- 
ing machine . . . at so low a price. 

EASY TO LEARN 
There’s nothing complicated about 
this new Underwood Sundstrand. 
Only 10 numeral keys. Your present 
office workers quickly learn this key- 
board . . . develop a fast “touch” 
method after a few minutes’ practice. 

Operators say this machine saves 
eye strain . . . eliminates waste mo- 
tion and fatigue. 

A VERSATILE MACHINE 
Here’sa machine that never needsto be 
idle. In fact, it quickly pays for itself 
because it helps with so many jobs. 
You can switch from one application 
to another in a few seconds... simply 
by changing a single control plate. 


Underwood Corporation 





ble Posting Machine. 


(Adding Machine Div.) Name — 
One Park Avenue, . 

| New York 16, N. Y. Company__ 
* Please send me illustrat- 

| ed folder describing the Street__ 

| new Model 8143P Under- 

| wood Sundstrand Porta- City Zone 

L 





Use this all-purpose 
machine to speed up 
posting of — 
Accounts Receivable 
... Accounts Payable. 
General Ledger... 
Inventory... Payroll 
... and for all types 
of miscellaneous 
figuring. 


And, in addition to posting work, 
this new Underwood Sundstrand will 
extend or verify invoices, calculate 
discounts, figure percentages or do 
any other figuring jobs that involve 
addition, subtraction, multiplication 
or division. 

Get all the facts about this remark- 
able, low-cost machine. Call your 
Underwood Representative for a 
demonstration or mail coupon for 
descriptive folder today! 


Underwood Corporation 


Adding Machines . .. Typewriters... 
Accounting Machines ... Carbon Paper... 
Ribbons and other Supplies 
ONE PARK AVENUE NEW YORK 16, N. Y. 
Underwood Limited 
135 Victoria Street, Toronto 1, Canada 

Sales and Service Everywhere 


J, 


x 

3 , 
3 As, 
Lhe one 


UNDERWOOD 
——<% > ——-2 


¢ 
Gres 


1949 


State__ 





AB 10-49 











Saves Space 





Increases Output 





















Cuts Repair Costs 


Improves Morale 


Typewriter, adding, ac- 
counting, and calculating 
machine repair and main- 
tenance costs soar when 
these machines are not 
properly mounted. 


While maintenance costs 
soar, production lags if 
your office machine desks 
are obsolete, unsuited, too 
large or too high for com- 
fortable work. 


Equip any correspond- 
ence department, calcu- 
lating machine depart- 
ment, or heavy office ma- 
chine department with 








JASPER, 





Jackson Machine Desks 
and watch errors disap- 
pear, production increase, 
and morale improve. 


This new Jackson desk 





WASPER OFFICE FURNITURE LU. 


INDIANA 


Here is a real money saver 


Jackson Desk for Ofcce Machines 


has dustproof drawers, 
adjustable height, island 
base, faultless glides, four- 
point suspension. Its size 
(4914x3014) saves space, 
reduces fatigue, speeds 
work. In some offices the 
space-saving feature alone 
will pay for new desks in 
5 years. Rounded corners 
prevent “hip-chipping,”’ 
island base prevents acci- 
dents, knee posts are com- 
pregnated wood to pre- 
vent splintering and cloth- 
ing damage. It’s a real 
morale builder, a time 
and money saver. 
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|| Ha Business 


The Great Atlantic & Pacific 
Tea Company is being attacked by 
the Government’s antitrust zeal- 
ots. Tragic part of this suit is 
that the company may have waited 
too long to win the active good will 
of America’s women who flock to 
the stores to trade. A & P has 
nearly always been reluctant to tell 
its story to the public. Its un- 
doubted values have attracted 
millions of patrons, but the com- 
pany has, by and large, depended 
wholly upon price to hold this 
trade. Many years ago, when this 
writer happened to have an office 
in the same building as A & P’s 
headquarters, we attempted to get 
A&P to release its fabulous story. 
The company took the attitude 
that price alone was all they 
needed to win and hold America’s 
good will and that nothing more 
need be told. Years later one or 
two publications have published 
partial stories on the company, 
but it has always seemed to us that 
A & P public relations have been 
geared to a world of the 1890s, 
whereas its merchandising effi- 
ciency has always been a few years 
ahead of the current year. 


Price Alone is seldom enough 
to hold good will. In fact low 
prices, much as we think we want 
them, may be an actual handicap 
in some respects. We all like to 
trade at what we think are swank, 
expensive, classy, exclusive places. 
Almost without exception most of 
us fall for at least a little snob 
appeal, no matter how much we 
love to save money. The Great 
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Atlantic & Pacific Tea Company 
has set the pace in food merchan- 
dising, but the antitrust division 
apparently thinks the company 
vulnerable. Ironic part of it is that 
one sector of our vast Government 
criticizes big steel for charging 
too much, not passing along 
enough of its profits in lower 
prices, and then sues A & P because 
prices are too low. Never did 
business have to try to keep step 
with so many conflicting ideas of 
bureaucrats and little men in big 
jobs in Government. 


Locking the Garage after 
the automobile has been stolen is 
often poor solace and protection. 
Atlantic & Pacific is now using 
gigantic posters on store fronts 
and full-page advertisements in 
newspapers asking the people if 
they want A & P stores put out 
of business. We can think of no 
one, not even the 
grocer nearby, who wants to see 
A & P put out of business. But 
the trouble was, A & P did not 
tell enough people, often enough 
or convincingly enough, its very 
excellent being in 
business. Nor did it tell enough 
people what its splendid distribu- 
tion system has meant to the food 
buyers of the country. People want 
to feel a sense of partnership with 
the businesses they patronize to- 
day, and the business, big or little, 
that fosters this idea of partner- 
ship, mutual interest, and friend- 
liness is writing an insurance policy 
against Government persecution 
and for its own survival. The man 


independent 


reasons for 


who said that the Supreme Court 
follows the election returns knew 
whereof he spoke, and we doubt 
very much if the Government 
would attack any big company if 
it felt that the people over the 
country felt warmly toward it and 
fully understood its meaning to 
them. 


John S. Coleman, president 
of Burroughs Adding Machine 
Company, said something the 
other day which bears on the busi- 
ness of a company earning good 
will of the public. He said: “If 
management is doing a good job 
in serving employees, stockholders, 
customers, and the community in 
which it lives, the biggest part of 
the public relations job is done. 
The rest requires some intensive 
work, and there are obstacles 
which have to be overcome .. . 
the management of each of the 
business enterprises in this coun- 
try must tell the story of its own 
company, not to the whole world, 
but at least to the people who have 
some interest in their company. 
Each company has its own ‘pub- 
lic’; its employees, its owners, its 
customers, its suppliers, and its 
neighbors. If the management can 
sell most of these people the idea 
that their company is doing a good 
job working in their behalf, that 
management has made a big con- 
tribution to restoring confidence 
in our business system.” 


Management needs to remem- 
ber that the public has long mem- 
ories. We recently visited a small 
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..» ALL THE OFFICE MANAGERS ptqreed! 


Yes—they agreed unanimously that the Remington Electric DeLuxe 
Typewriter lived up to its advance reputation as the finest, all-purpose 
cost-cutting Electric Typewriter on the market today. 

When the Electric DeLuxe arrived, everyone wanted to try typing 
on it—see the notable difference in finished manuscript—find out if 
electric typing is really faster, easier. 

Just a brief trial period at the Remington Electric supplied the 
answers—quickly, definitely. The fast electric action allowed fingers 
to fly over the keys—turn out more work, better work with less effort. 
In addition, all the correspondence, stencils and carbon copies turned 
out by the new all-purpose Electric DeLuxe were uniformly clear and 
distinctive in appearance 

Yes, all the office managers agreed: One way to save today is to cut 
Operating costs and increase typing the electric way! 


@ Free: For information on how Electric Typing can work for you, 
write Remington Rand Inc., Business Machines and Supplies Divi- 
sion, Dept. T9, 315 Fourth Avenue, New York 10, for a FREE illus- 
trated booklet, “NEW OFFICE PROFITS THROUGH ELECTRICITY.” 


Renton Kand «.. FIRST NAME IN ELECTRIC TYPEWRITERS 
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city where one plant dominates the 
employment picture in the entire 
community. We heard a lot of 
gossip about this plant. When we 
made inquiry at top management 
levels we were told that all this 
gossip was true—in about 1920, 
when an entirely different manage- 
ment was in control of the plant. 
He was astonished to hear that the 
people of his community were still 
cherishing old ideas about his 
company. We reminded him of the 
old saying of Elbert Hubbard who 
claimed that the truth travels by 
slow freight and is often side- 
tracked at the first switch. 


Lloyd A. Johnson, _presi- 
dent of National Motor Bearing 
Company, Inc., attributes the im- 
provement in his company’s sales 
to, “alertness of our sales person- 
nel, the close cooperation given to 
sales by our research and engineer- 
ing departments, and to develop- 
ment of close and cooperative 
relations with the engineering and 
research departments of our cus- 
tomer companies.” Now if that 
isn’t a prescription for further 
growth, we don’t know one when 
we see it. The company sales in- 
crease for the June quarter of 
1949, over 1948’s same period, 
was 15.6 per cent. 


United Wallpaper’s profits 
for the year ending June 30, 1949, 
were $793,181, compared with a 
loss of $52,163 for the same period 
in 1948. At the time the 1948 loss 
was reported, Mr. William H. 
Yates, president of the company, 
pointed out that his company had 
encountered a sales slump in ad- 
vance of many others. He pre- 
dicted that profits wouid be re- 
stored, and that some other com- 
panies would have to face the same 
situation his company had faced. 
How true all his prophecies were. 
A year ago today some manage- 
ment men saw no slump ahead, but 
only had a month or two to wait 
until the slump hit them. 


Spiegel, Inc., Chicago mail- 
order and retail store chain 
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operator, reports a sales gain of 
5.5 per cent for August. This 
shows what aggressive management 
can do to stem a declining tide in 
business. Sales for the first 8 
months of 1949 show a decrease of 
6.85 per cent, and August isn’t 
an especially good month, but 
aggressive selling and merchandis- 
ing stopped the downward trend 
for this alert company. It is be- 
ginning to appear as though every 
company whose sales are still low 
is permitting those sales to remain 
lower because they have not 
tackled the selling job with quite 
enough vigor. 


Louis Ware, president of In- 
ternational Minerais & Chemical 
Corporation, reports highest sales 
and earnings in any 12-month 
period for his company. Sales for 
the year ending June 30, 1949, 
were $53,394,760, nearly three and 
a third million more than for the 
same period ending in 1948. First 
labor trouble in 20 years cost the 
company about 50 cents per com- 
mon share. The workers lost 
$400,000 and their strike as well. 
Strike was in only one plant in 
Florida. Readers of American 
Business will remember the story 
we published about Mr. Ware in a 
recent issue and another we pub- 
lished about Mr. Yates, United 
Wallpaper chief executive, last 
year. We are happy to see the men 
we select for major stories turning 
in such marked and unusually good 
reports to their stockholders. 


Keystone Steel & Wire Com- 
pany is another well-managed 
company headed by aggressive men 
who have been able to chalk up a 
nice increase in sales for the year 
ending June 30. The company 
annual report, just received, shows 
sales of nearly $35,000,000 as 
compared with slightly more than 
$33,000,000 in the previous year. 
When Keystone built its ultra- 
modern, well-equipped office and 
administration building several 
years back, American Business 
published a profusely illustrated 
story on the company’s adminis- 





trative methods. Would it seem too 
much like bragging if we remarked 
that we usually pick winning com- 
panies for story and report sub- 
jects in American Busrness? Yes 
—well, we withdraw the remark. 
Forget we ever said it. We have 
picked a few lemons, too. 


James J. Nance, Hotpoint, 
Inc., president, reports that ap- 
pliance sales of that company are 
running ahead of last year. This 
company began an aggressive sales 
campaign in July which increased 
sales volume sufficiently to over- 
come sales decreases which oc- 
curred during the second quarter. 
One idea which was especially 
helpful was the insistence, by Hot- 
point, that each dealer hire two 
young salesmen who would go out 
and visit homes and bring back 
business. Mr. Nance says that 
Hotpoint dealers are now conduct- 
ing sales programs which are more 
effective than anything experienced 
since the late 1930’s, and they are 
finding plenty of consumers with 
ample cash, waiting to be con- 
vinced and sold. 


The Formfit Company 
recently staged a_ sales-building 
program which seems good enough 
for wide imitation. On the theory 
that nobody knows as much about 
selling as the people who are ac- 
tually doing the selling, this com- 
pany obtained several New York 
saleswomen and asked them what 
to do in certain common sales 
situations. The answers given by 
these women strike us as being 
about the best sales instruction 
we have ever seen. Even though we 
are author of a book on selling 
we cheerfully admit that no author 
alive knows as much about selling 
as a good salesman or saleswoman. 
We see no reason why other com- 
panies would not find it profitable 
to single out the best retail sales- 
men in the country in their lines 
and find out exactly what they do. 
Formfit had the answers and entire 
talks of the young ladies who sell 
their products recorded on a wire 
recorder. 














Five Common Errors of 


Today's Management 





One of these errors is that ‘‘We must meet competi- 
tion’’—which is the cry of many companies that could 
do much better by learning how to beat competition. 
These errors are excuses to keep from pushing ahead 





By Eugene Whitmore 


T ANY given time we hear many 
management men giving rea- 
sons for not proceeding with a 
positive, constructive business pol- 
icy. A wave of pessimism, fear, and 
doubt sweeps the country every so 
often, and businessmen everywhere 
begin to turn to a common set of 
reasons for not going ahead. 

In 1949 we saw such a wave of 
fear and doubt begin to spread un- 
til it threatened a severe recession. 
Everywhere buyers began to cut 
inventories to the point where sales 
were hampered. While it is always 
wise to move obsolete or badly pur- 
chased merchandise, the inventory 
scare of 1949 is now generally 
recognized to have been worse than 
the facts warranted. 

The surprising come-back of 
business, which began in July and 
is still continuing, seems evidence 
that America’s tremendous buying 
power still exists and that it will 
require more than a wave of in- 
ventory scares to halt it. 

Many of the reasons so widely 
used by businessmen for not push- 
ing ahead are faulty, and are little 
more than repetitions of ancient 
canards which are probably more 
harmful than good, even though 
they seem to be based on sound 
judgment. We will look at five of 
them, and see how much water they 


hold: 
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1. Conpirions ArE Nor Ricurt. 
The truth is that conditions are 
never right. Prices are either too 
high or too low. We are either too 
busy with good business or too de- 
pressed with bad business to plan 
expansion. In thousands of offices 
today we hear, “We had an ex- 
pansion plan ready to start, but 
we have decided that conditions are 
not right.” What conditions? 
When asked this question, the 
manager who uses the “conditions 
are not right” reason usually says 
that prices are too high, labor is 
unproductive, or that a change for 
the worse is expected. “We have 


decided to sail close to the shore.” © 


Or he may say, “We are watching 
our pennies,” or “We are pursu- 
ing a cautious policy.” 

Now the plain truth is that 
business should always sail close 
to the shore unless it mans a deep- 
water craft. Business should al- 
ways watch its pennies. And busi- 
ness should always pursue a cau- 
tious policy, in good times or bad. 
Recklessness is seldom warranted, 
even in the biggest boom. 

The excuse that prices are too 
high may not always hold water. 
If certain improvements, additions, 
and expansions are warranted at 
all they are just as sound in a time 
of high prices as when prices are 
said to be low. Prices are relative. 


An improvement made today even 
at apparently high costs may pay 
a bigger return on the investment 
than the same improvement made 
when prices are lower or when busi- 
ness is considerably less active. 

Currently some of the most 
astute managements are procced- 
ing with, completing, or beginning 
costly expansion programs. Pru- 
dential Life opened a huge new 
building in Southern California. 
Mutual Life is completing a giant 
new skyscraper home in New York. 
Crowell-Collier is completing a 
huge new office building in New 
York. A. B. Dick Company will 
soon move into a wholly new plant 
and office structure, although their 
present plant and office buildings 
are much more modern than many 
others. Florsheim Shoe is complet- 
ing a great new plant and office 
building near Chicago’s 
Station. 


Union 





“This is no time to cut advertising 
budgets. Rather they should be ex- 
panded, not only from the standpoint 
of domestic markets, but from the 
international viewpoint as well.” 
Paul Hoffman, Economic Cooperation 
administrator, who was formerly the 
president of Studebaker Corporation 
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The list of large-scale expan- 
sion activities is far too long to 
publish here, but the point we want 
to make is worth attention of 
everybody who has put aside plans 
for expansion. Every one of these 
companies must have carefully 
considered the idea that “condi- 
tions are not right.” But their 
needs and the opportunities which 
were evident to them far out- 
weighed the possibility that more 
attractive conditions would prevail 
at some later date. 

Many expansion plans, many 
new buildings, and many other im- 
provements being made today will 
be partially or wholly amortized 
before “right” conditions, as de- 
fined by the pessimists, will prevail 
again. 

Many great successes were 
launched when “conditions” were 
anything but right. Camel ciga- 
rettes hit the market in 1914 just 
as World War I started and a 
wave of fear and depression was 
spreading. The Admiral Corpora- 
tion was founded in the midst of 
the late depression and has ex- 
panded and grown amazingly, yet 
almost any careful manager would 
have told the heads of the then 
small company that “this is no 
time to start a new business.” Life, 
Esquire, and Newsweek were all 
started during periods of severe 
depression. 

It seems plain that “conditions’ 
are not the most powerful factor 
in determining whether to con- 
tinue or abandon plans for expan- 
sion. Yet “conditions” more often 
than anything else are given as a 
reason for curtailing activity. 

2. We Coup ApvERTISE 1F WE 
Hap a Mixuion Dotiars. Every 
businessman has heard this excuse 
for not advertising. “It takes a 
million dollars a year nowadays to 
make a dent in any market. We 
haven’t a million dollars so we do 
not advertise.” 

The error here is to think that 
a thousand dollars or fifty thou- 
sand or a hundred thousand 
dollars cannot be expended in 
resultful advertising. We are in- 
(Continued on page 30) 
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When Are Conditions 
“RIGHT”? 


In the summer of 1949 some management men were pur- 
suing an extremely conservative course, cutting all con- 
structive activities to the bone. 


Other management men, with equally well-established 
records for skillful management, are approving wide-scale 
expansion plans and going ahead rapidly. 


Which type of thinking is correct? The answer seems to be 
that only the specific conditions applying to one company 
should govern decisions to mark time or expand. The answer 
cannot be determined from the general outlook or from the 
actions of others. Yet thousands of decisions are based 
on some of the common errors described in the accompany- 
ing article. 


How many companies are losing precious opportunities for 
growth and greater stability because management relies on 
threadbare excuses such as those described in this article, 
no one knows. 


The facts seem plain. At any given time there are always 
opportunities to fall back on the traditional shopworn 
‘‘reasons’’ for a negative policy. But those who turn their 
backs on negative thinking and think through their own 
problems seem to be the ones whose companies make the 
greatest’ progress in the least time. 















This Pretab Company 
Pays Its Own Way 





Long before all the hullabaloo started about prefab 
manufacturers and RFC loans, Harnischfeger Corpora- 
tion was turning out factory-built houses and making 
money at it. There’s no secret about the way it’s done 





By Wells Vorris 


SENATOR was said to have 
remarked recently, “If Lus- 
tron fails, let us forever quit talk- 
ing about mass-produced houses.” 
Lustron Corporation, Colum- 
bus, Ohio, hasn’t failed, but it is 
steadily losing money. It is turning 
out about 30 houses a day, but 
must produce about 40 to break 
even. The company wants the Re- 
construction Finance Corporation 
to add $14.5 million to the more 


than $37 million that has already 
been poured into the Government- 
financed “experiment.” 

Other 
are watching Lustron’s progress 
with interest, but not because they 
expect their own businesses to fold 


housing prefabricators 


if Lustron doesn’t make the grade 
—in spite of the voluble senator. 

Harnischfeger Corporation’s 
Houses Division in Port Washing- 
ton, Wisconsin, is one prefabrica- 





Wall panels made on this assembly line use a “‘stressed-skin’’ type of con- 
struction that was so successful with airplanes and PT boats during the war 
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tor that isn’t losing any produc- 
remark, 
Since making its first factory-built 


tion over the senator’s 


house in 1935, Harnischfeger hias 
sold more than 5,000 houses, and 
they now stand in towns and cities 
as far south as Florida, as far 
east as New York, and as far west 
as the Dakotas. The company’s 
business, however, is concentrated 
primarily in the Midwest. 
Harnischfeger houses have been 
built—and are still being built—in 
small towns as well as in cities. 
Fifty “Economy Houses” are bhe- 
ing erected in Grafton, Wisconsin, 
a village of 500 to 600 people. The 
company’s own home town of Port 
Washington has numerous pre- 
fabricated 





and there is 
now a subdivision of about 40 
Harnischfeger houses being put to- 
gether in the town of 6,000 popu- 
lation. At the saine time, in Mil- 
waukee there are 40 to 45 houses 
being erected with 50 more 
scheduled. And 400 Harnischfeger 
houses mushroomed in Milwaukce 
last year. 

The corporation has had a 


houses, 


great number of inquiries from for- 
eign markets, and at one time re- 
cently there were 3 letters 
that would 5,000 
units for Harnischfeger. An out- 
fit in Greece wanted 2,000 pre- 
fabricated houses. The 
was turned down, however, because 
of difficulties involved in shipping 
and crating. Climatic conditions 
in the foreign countries and en 
route to them require special pack- 
ing, and Harnischfeger officials de- 
cided they weren’t ready for that 
type of business. 

Such reasoning is typical of 


have totaled 


business 


that found in management deci- 
sions at Harnischfeger: The com- 
pany makes sure it knows wha! 
lies ahead before taking any 
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drastic steps. That is why Har- 
nischfeger is now building an 
“Economy House” or “PH House” 
instead of the two-story “WH 
House.” 

The two-story house was in the 
$10,000 to $15,000 price range 
and was selling successfully until 
a few months ago when suddenly 
the demand slowed down abruptly. 
After checking into the market 
and doing some research (more 
than $2 million has been spent in 
research alone since 1935), Har- 
nischfeger figured the demand was 
chiefly in the lower price range. 
The company, therefore, designed 
a one-story house (with two or 
three bedrooms, and the basement 
optional) that sells from $6,500 to 
about $8,500, depending on local 
labor costs. 

The house has interior walls 
that require no further decorat- 
ing but which can be painted or 
papered if desired. Exteriors can 
be treated in any conventional 
manner—beveled siding, wood or 
asbestos shingles, brick or stone 
veneer, or any combination of 
these. The house comes in six 
models, and in subdivisions of 30 
to 50 houses there are enough 
variations so that the average per- 
son wouldn’t even recognize them 
as prefabs. The buyer has his 
choice of gas, oil, or coal heat— 
cither automatically or manually 
controlled. 

When these new 
Houses” were marketed, Harnisch- 
feger’s business began picking up, 
but only 3 or 4 houses are 
manufactured daily now. The com- 
pany turned out about 700 houses 
last year. 





“Economy 


But even with only 3. or 
4 houses built a day by its 100 
or so employees, Harnischfeger 
manages to make the business well 
worth while. Its streamlined manu- 
facturing methods apparently go a 
long way in adding to the com- 
pany’s profits. Occupying a plant 
built in 1946, Harnischfeger has 
successfully applied mass-produc- 
tion techniques to its manufactur- 
ing operations. Walls, for example, 
are made and insulated as they 
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This Harnischfeger house—displayed on Atlantic City’s boardwalk—sells from 
$6,500 to about $8,500, and has 2 or 3 bedrooms, with the basement optional 





Spaciousness of the living room is made possible by new space-saving ideas 
such as the wall construction that provides up to 35 square feet more space 


move along the assembly line. 
When parts are completed, they 
are stacked in sections for quick 
delivery. That is, when a house is 
scheduled for shipment, the truck 
backs up to an area where only 
floor sections are stacked. Floor 
parts for one house (grouped to- 
gether with rope) are loaded onto 
the truck, and it then backs up to 


another area for wall sections, and 


so on. Of course, the sections are 
loaded so that those needed first 
will be loaded on the truck last. 


Harnischfeger has developed 


ideas. that 


many money-saving 
have improved the quality of its 
houses. Wall panels use a 


“stressed-skin” method of con- 
struction that was used with great 
success in the manufacture of air- 
planes and PT boats during World 
War II. These panels have been 
tested by governmental, private, 
and corporation testing laborato- 
ries, and results indicate they are 
up to 14 times stronger than con- 


(Continued on page 34) 
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The gentleman sitting in Southern Coal’s new reception room wouldn't ordinarily be engrossed in a magazine; his atten- 
tions would be centered on a beautiful blonde receptionist (on vacation when picture was made) who makes waiting pleasant 


Company Makes Move 
For More Business 





Southern Coal Company recently moved its offices to 
Chicago from Memphis to get closer to the big coal- 
consuming areas. Such a move has its complications, 
but they are overshadowed by advantages of new offices 





OVING a business organization 
from one city to another is a 
monumental task, but when South- 
ern Coal Company, Inc., moved its 
general offices recently from Mem- 
phis to Chicago, the shift had some 
unusual complications. 

The air-conditioned Memphis of- 
fices were not old, but Southern 
Coal officials decided the business 
should be relocated in the midst of 
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the great coal-consuming areas. 
A large staff of specialists is main- 
tained at Memphis to handle cus- 
tomers’ needs there, and other 
branch offices are in nine different 
cities. 

All furniture and equipment in 
the Memphis offices were sold, and 
everything that went into the 
Chicago offices was new. The mov- 
ing, therefore, chiefly involved the 








transportation of records from 
the South to the North. 

Personnel was another problem, 
however. Executives naturally 
moved to Chicago with the com- 
pany, and they have had consider- 
able trouble finding places to live. 
Southern Coal could not take the 
responsibility of finding homes for 
secretarial and clerical help, and 
so most of these employees had to 
be replaced. That meant hiring 
about 25 women and a few men. 
These employees then had to be 
trained, and it took several weeks 
before office production was flow- 
ing smoothly. 

Southern Coal’s new offices, plus 
the location of these offices (on 
Chicago’s famed Michigan Boule- 
vard), attracted plenty of job ap- 
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plicants. Applications are still 
coming in now, many of them from 
girls in the same building who have 
either seen the offices or have heard 
Southern Coal employees talk en- 
thusiastically about them. 

The offices are unusual in several 
respects. They occupy an entire 
floor, and when a customer steps 
off the elevator, he is in the com- 
pany’s reception room. At one end 
of the room is a “waiting area” 
with a big leather-covered sofa. 
At the other end of the room is a 
receptionist who sits behind a 
modern desk. She finds out the 
name of the Southern Coal execu- 
tive the customer wants to see, and 
relays it to the switchboard opera- 
tor only a couple of feet away. 
While the executive is being called 
—or paged on the loud-speaker 
system—the attractive blonde re- 
ceptionist chats with the customer 
and keeps him in a good frame of 
mind. Nobody has been heard to 
complain of waiting to see a 
Southern Coal official. 

Another idea in the reception 
room is a rear-vision mirror set- 
up used by the switchboard opera- 
tor to see who leaves and arrives. 

The offices are as modern and 
up to date as the reception room. 
One group of executive offices, for 
example, is arranged in circular 
fashion, and secretaries sitting 
just outside these offices have their 
desks lined up in the same pattern. 
When a customer enters this of- 
fice area, he is easily visible to the 
vice president and director of sales 
who has his office at the far end. 

The office of the chairman of the 
board is big enough to include a 
long conference table, and the 
chairman doesn’t have to leave his 
desk to preside over company 
meetings. 

Each private office has two 
telephones so that no time is lost 
when a second call must be made 
while holding a line with another 
person, 

No stone was left unturned—or 
more aptly, no tree was left uncut 
—by Architect Irwin Fredrick 
and Decorator Edmund Sheehan 

(Continued on page 38) 





The office of P.B.C. Smith, Southern Coal’s president, is typical of the new 
executive offices which feature the latest kinds of furnishings and equipment 


Secretaries outside executive offices have a circular arrangement. System 
in general office (below) permits complete and efficient handling of orders 











Credit Losses 





The Drackett Products Company has drained all wasted 
work from its credit control system, and orders flow 
more freely. At the same time, the system has vir- 
tually eliminated losses. Here’s how the system works 





By Dwight G. Baird 


= ‘“ALLING a simple card rec- 
ord system has given The 
Drackett Products Company, 
Cincinnati, closer control of credit 
with a minimum of labor, has re- 
lieved the credit manager of an 
enormous amount of routine work, 
and has improved relations with 
customers. 

A good credit control system is 
a major consideration in any com- 


pany, of course. At Drackett, due 
to the nature of its specialty 
products—Drano, opens 
drains and keeps them flowing ; and 
Windex, which cleans 
without water—shadow-close con- 


which 
windows 


trol is a necessity. Since these 
products are not major lines in 
the groceries where they are dis- 
tributed, dealers in a financially 
tight spot are likely to pay for 





Credit Manager C. A. Armstrong has been relieved of much routine work be- 
cause of a new system that requires his attention only on any special orders 
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New Controls Slash 


essential staples and canned goods 
first before settling specialty prod- 
Drackett’s price 
structure is different, too—there 


ucts accounts. 
is no quantity discount. Merchan- 
dise is stored in more than 40 out- 
side warehouses and can be shipped 
immediately. For 
Drackett keeps a close watch on 
the credit status of its accounts, 


these reasons 


The company belongs to several 
credit groups and checks Dun & 
Bradstreet ratings of all its ac- 
counts as soon as each new issue 
of the bimonthly credit book is 
received. These credit ratings are 
recorded on account control cards. 
A report is drawn immediately 
when there is a change in the credit 
picture. 

Being strict about discounts and 
collections has also prevented 
losses. Drackett has closed an ac- 
count because an unearned (lis- 
count was taken. The credit de- 
partment refuses to be influenced 
by salesmen and _ insists upon 
checking credit of new customers 
before salesmen may accept their 
orders. These precautions have 
kept the number of financial losses 
close to zero. 

However, with its former sys- 
tem posting was always behind, the 
ledger the true 
balance of an account, and the 


never showed 
work load was immense. Each order 
came to C. A. Armstrong, crecit 
manager, for his personal credit 
approval. This system was un- 
satisfactory, time-consuming, and 
not entirely dependable. For many 
years Mr. Armstrong tried to de- 
velop a system that would make 
credit approval of good accounts 
almost automatic and would bring 
to him the doubtful cases only. 
Drackett considered many avail- 
able systems and finally decided 
that a simplified unit invoice ac- 
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counting plan, commonly called 
“SUIAP,” would do the job best. 

Principal features of the new 
system are a credit history card 
and an activity card for each ac- 
count. These cards are filed up- 
right in Remington Rand Kolect- 
o-Matic desks designed for the 
desks hold 


cards and 


purpose. Two such 
about 5,000 account 
leave some room for additions. 

In the Kolect-o-Matic trays the 
credit history card’s upper margin 
is visible. The top line shows the 
customer’s name; city; and state; 
balance due, if any; and a credit 
code. Below this line is the street 
address, customer’s bank or banks, 
billing instructions, 
space for an annual review of the 
account, Listed under the yearly 
review are the credit rating, month 
last sale was made, code number 
for customer’s paying practice, 
and the highest credit extension. 

The middle of the credit history 
‘ard is for remarks. Below this the 


terms, and 


paying record of the account is 
posted as reported by the credit 
groups to which Drackett belongs. 
These marks are made in different 
colors to distinguish the source of 
the report. In this way one trade 
report can be compared with an- 
other from the same group. 

The credit coding method is 
simple and consists of a_ three- 
component number, such as 
2-100-2. The first “2” codes the 
warehouse from which goods are 
to be shipped to the account. The 
middle number is the highest num- 
ber of cases which may be included 
in a single shipment. The second 
“2” shows the number of open in- 
voices allowed at one time. 

On such an account the operator 
processes an order for 100 cases 
or less without consulting the 
credit manager. She okays the 
order and sends it to the proper 
warehouse. Later the invoice is 
filed in the account pocket, and 
the operator flips a Graph-o- 
Matic signal over to the credit 
code on the card to show that the 
account is open. 

When another order comes in 
from this account the operator 
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checks whether the number of in- 
voices is within the limit in the 
credit code and whether open in- 
voices are within 30 days. If these 
requirements are met, she okays 
the order without referring it to 
the credit manager. 

When a check is 


payment of an account, the opera- 


received in 


tor checks it against the invoice 
and allows all proper discounts. If 
everything is in order, she stamps 
the invoice paid and places it in a 
paid file. When a past-due account 
has been paid up, the clerk noti- 
fies the salesman. Should a cus- 
tomer begin taking unearned dis- 
counts, the operator types a form 
letter to him and lets the credit 
manager know about it. 

Besides showing how an ac- 
count stands, the credit history 
ard is a link in improved cus- 
tomer relations. The date of the 
first sale to the account is noted 
in pencil. Then when the anniver- 
sary month arrives, the operator 
writes the customer an individual 
letter thanking him for his patron- 
age, his prompt payments, and 
so on. Copies of these letters are 
sent to the salesmen in the field, 
and they report that the reaction 
to them has been excellent. 





The other card used is kept in 
the same pocket in the trays. 
Shipping address, traffic routing, 
billing instructions, territory num- 
ber are listed on the activity card. 
The highest credit extension in 
dollars is also recorded. The cus- 
tomer’s Dun & Bradstreet rating 
is penciled in under the month when 
the last rating change was made. 
A rating is not rewritten unless it 
has changed so that it affects 
Drackett’s position. The credit 
extension, recorded on the first in- 
voice of cach year, is not changed 
unless previous credit extended 
was higher. 

A monthly record of the cus- 
tomer’s paying practice is coded 
on this card, too. The figure “1” 
denotes discounts taken, while a 
circle around the “1” indicates an 
unearned discount was taken. This 
deduction is permitted only once. 
A “2” indicates the customer pays 
within 30 days, “3” means slow, 
“4°? stands for very slow, and “5” 
signifies C.O.D. or cash in advance 
accounts. To save time, only the 
method of making the first pay- 
ment in each month is posted un- 
less the second payment in that 
month varies in practice. 


(Continued on page 37) 


With Drackett’s streamlined credit control system, two girls keep all accounts 
posted up to date and take three monthly trial balances instead of only one 
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Three of the newest additions to the junior board of directors are shown with the Hickok brothers. From left: Carroll F. 


Marquard, vice chairman; E. Herbert Kittredge, Jr., recording secretary; Ray Hickok; Alan Hickok; Samuel T. Hubbard 


How Hickok Holds Up 


Its Sales Curve 





Hickok Manufacturing Company is steadying its sales 
curve with a three-point program: Concentration of its 
manufacturing and shipping operations; simplifica- 
tion of plant, office work; deputation of authority 





By Pant a 


INCE the end of the war, the 

Hickok Manufacturing Com- 
pany, Rochester, New York, has 
spent more than $900,000 on 
modernization of equipment. Re- 
sulting economies are running 
about $250,000 a year. One new 
machine plates men’s jewelry and 
combines 15 hand operations. 

During the 4 years since the 
war, Hickok has concentrated into 
4 plants what had occupied 20 
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wartime plants. Floor space has 
been decreased, but production 
potential has been upped 20 per 
cent. 

One of these four buildings is a 
110,000-square-foot structure in 
which receiving, storage, packing, 
and shipping operations are cen- 
tralized. With new packaging and 
shipping procedures, orders for 
men’s accessories can be handled 
at the rate of 330 pieces per min- 





ute. A 20-minute time cycle has 
been established, and now only 6 
hours elapse from receipt of an 
order to final shipment. As many 
as 2,500 orders can be handled a 
day, and these orders might well 
break down into as many as 
100,000 separate units. 

Recent additions and building 
modifications costing $113,000, 
plus consolidation of the machine 
accounting department with pack- 
ing and shipping, has brought new 
speed and efficiency to shipping 
operations. Orders for two recent 
national promotions were shipped 
to stores throughout the entire 
country in 36 hours. 

Furthermore, a perpetual daily 
inventory control has been set up; 
and analysis made possible through 
the machine accounting is helping 
the manufacturing plant to co- 
ordinate production more closely 
than ever before with sales. 
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Orders are collected at these lateral assembly bins for packing and shipment 


to retail dealers. As many as 2,500 orders can be handled in a single day 


Hickok has been steadily in- 
creasing its sales force since the 
end of the war and recently held a 
national sales meeting. This meet- 
ing brought together more than 
100 field representatives, who dis- 
cussed sales plans for the remain- 
der of this year and for 1950. 

Early this year the company 
appointed 14 young executives as 
a junior board of directors “to 
increase the number of people in 
the company who feel responsi- 
bility for and will participate in 
management.” 

These accomplishments are a 
few of those that have taken place 
at Hickok since the end of the war, 
and they indicate a new aggressive- 
ness in the management at what 
is said to be the world’s largest 
maker of men’s accessories. 

Two reasons for this aggressive- 
ness are Ray and Alan Hickok, 
sons of S. Rae Hickok, who started 
the company 40 years ago when 
working his way through the Uni- 
versity of Rochester. S. Rae 
Hickok died in 1945, and Ray and 
Alan came back from the wars to 
find themselves at the head of the 
business. Ray was 27 at the time, 
and Alan was 25. Ray had finished 
Rollins College in Florida in 1940 
and had worked briefly with his 
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father before going into the serv- 
ice. Alan had left Williams College 
to join the Army. 

During the war, orders for 
Hickok products reached a record 
peak of about $25,000,000, and 
the only way a sales curve could 
go after that was down. The prob- 
lem that faced the Hickok brothers 
was to stop the drop as quickly as 
possible and hold it on a steady 
course. 

To do this the two brothers 
Ray was now president and Alan 
was vice president—settled on 
three terms as a solution: Concen- 
tration, simplification, and then 
deputation. 

The first step was concentration. 
During the war, Hickok had been 
confronted with a labor shortage 
in Rochester and had decentralized 
its operations to meet this problem. 
Plants were opened in villages near 
Rochester where more workers 
could be found. But then when the 
war ended, the labor shortage 
soon ended, too. And by this time 
Ray Hickok had learned that the 
biggest cost of decentralization 
was moving materials from one 
plant to another. 

Plans were then made to move 
the company’s operations back to 
Rochester. One building alone rep- 


Assembled orders are transported on 


this belt to lateral assembly bins 


resents the consolidation of eight 
warehouses and plants. This build- 
ing features a 520-foot two-way 
conveyor belt that extends down 
one entire side of the plant. There 
are 2,000 different storage bins in 
40 aisle sections, and orders are 
filled from separate serially num- 
bered slips. Up to 2,500 orders 
can be handled a day. Even though 
actual space has been decreased in 
the centralization process, there is 
a 20 per cent potential produc- 
tion increase, plus an annual sav- 
ing of $250,000 in costs. 

While concentrating operations 
in Rochester, the Hickok brothers 
were also looking for simpler ways 
of doing things. The one machine 
mentioned earlier, for example, 
eliminated 15 hand operations and 
upped production in a_ plating 
process. In a soldering process, 
electronics was adopted as a means 
of simplification. High-frequency 
induction heating works the high 
temperature silver solder for 
jewelry, buckles, and brace and 
garter parts 300 per cent faster 
than the usual hand-torch method. 

Hickok’s 2,500 employees are 
now participating in a program 
designed to cut “rejects” through 
simpler and better methods. Cost 


(Continued on page 40) 
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Toke it trom Bing- 
“its the thing’! 


THE REVOLUTIONARY 
DICTAPHONE TIME-MASTER ! 










When Paramount decided to produce TOP 0’ THE 
MORNING, its delightful new hit, Bing Crosby, Barry 
Fitzgerald, and Ann Blyth were perfect choices for the 
leading roles. 


And . .. when the script called for the repeated use 
of a dictating machine, Paramount made another per- 
fect selection in the amazing Dictaphone TIME-MASTER! 


In TOP 0’ THE MORNING you'll discover that the 
TIME-MASTER is “‘a type of miracle. A small thing and 
Mulqueen’s (Crosby’s) voice coming out of it as clear 
as an April day.” Sure and it’s that and more. 


For the TIME-MASTER is not just another new dictating 
machine—it’s an entirely new conception of dictating 
convenience and efficiency made possible by the revolu- 
tionary Memobelt ! 


























Bing, like everybody else, was amazed at the Memo- 
belt. It’s a pliable, plastic recording medium so small 
you can mail 5 of them in an ordinary envelope. 

Each tiny Memobelt record takes a full 15 minutes 
of crystal-clear dictation. Yet, the Memobelt is so in- 
expensive that you mail it, file it or transcribe it and 
throw it away after only one use. 


Dictaphone Corporation 
Dept. J59, 420 Lexington Ave., N. Y. 17, N. Y. 


0 Please show me the new TIME-MASTER. 
0 Please send TIME-MASTER literature. 


Your Name 





Cc 








Pr LA 


Street Address 





City & Zone. State 





lee | 











See 





Bing Crosby, starring in “Top O’ The Morning,” A Paramount Picture. (Made 


4 


in U. S. A.) Used through the courtesy of Bing Crosby Enterprises, Inc. 


No wonder the TIME-MASTER has caught the imagination 
of executives everywhere who never before would use any 
dictating machine. Only 414" high and letterhead size 
(barely a chip off the Blarney Stone) it’s the perfect partner 
for every businessman who has the gift of gab—and every 
businessman who hasn’t. 
Secretaries have a “‘Top O’ The Morning” feeling when 
they use the TIME-MASTER. Its simplicity and the Memo- 
belt’s clarity have changed their psychology about dictating 
machines. (Who doesn’t like to get work done faster and 
with less effort?) 
Anybody who dictates a little or a lot needs a TIME- 
MASTER. Never before has there been so quick, so easy. so 
inexpensive a means of getting your thinking on paper. 
For a free demonstration in your own office, call your 
local Dictaphone representative or mail coupon. 


Only the Dictaphone TIME-MASTER offers all this: 
1. Streamlined beauty, only 414" high, letterhead size. 

2. Uniformly clear recording and reproduction. 

3. Uniform back-spacing, rapid place-finding. 

4. Simple, automatic, foolproof operation. 

5. Lowest cost plastic medium—one-time use Memobelts. 
6. Nationwide service, Dictaphone dependability. 


DICTAPHONE 
Electronic Dictation 


Only Dictaphone Corporation makes Dictaphone* Machines. 


(*Reg. U. S. Pat. Off.) 
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Athens, Ohio, home of The McBee Company, is a quiet university town of 12,000. It is the only large town in the vicinity, 
and McBee must draw all of its 650 employees from this one source. McBee’s plant is shown in the upper left-hand corner 


“Selling” a Big Plant 
To Its Neighbors 





The people of Athens, Ohio that is, were indifferent to 
the biggest plant in town. Now neighborly ads have 
convinced the Athenians that McBee is a good place to 
work. Here’s how the advertising program got started 





&, Walter B. - a 


HE townspeople of Athens, 

Ohio, population 12,000, have 
over $500,000 invested in The 
McBee Company. Twice since last 
fall McBee has issued stock. Each 
time a local broker was given the 
courtesy of launching the sale. 


October 1949 


The first issue of 3,000 shares of 
$100 par, 514 per cent preferred 
stock was oversubscribed ; so when 
it came time to issue another 2,000 
shares last August, it was believed 
that the local market might be 


saturated. It wasn’t, and_ the 


townspeople gobbled up the re- 
mainder much to the amazement of 
McBee officials. 

Certainly, it is obvious that the 
townspeople of Athens are sold on 
McBee. At least part of the credit 
for this unusual state of good 
public relations is the result of an 
intelligent plant-city advertising 
campaign carried on by McBee. 

In the ideological scramble to 
political ideas 


change people’s 


through newspaper advertising, 
most of us are unaware of the oc- 
casionally good job of straight- 
forward plant-city advertising be- 
ing done by McBee and a few 
others. McBee ran 10 plant-city 
ads in the Athens Messenger in 
1947, 10 in 1948, and probably 
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The McBee Sy Company 





REPORT 


to our employees 


Each year we gree our employer » hasmcal seport. It wactodes 
how mech money we took in, amd what we pand out io payroll. anes 
sod other coms of doing bunorm Mt also sactader > sasemem of 
Mctier's modes “eet income” for the year 


Fresacial reports to wockholders are, of course. required by law 


0 the gures chey read. We are happy that 10 che mom recent report 
ous emplovers found mah 10 combo chen 

For smtance. they we that ony 4 modes amouat of ut sacome 
was pad out oo dovidends to the 107) owner (mockholders) of the 
company The balance was put bach ino che bumars to help fnance 
resrch, wodernusiion sad expanuon The policy of reseveming 
probes sa une busnens makes che payment of (aur wages pomuble 
che te of our employers mere secure 

Because McBee financially healthy snd because we do have 
‘well planned program of expacmon snd unprovement. the McBee 
payroll will comiaue wo make as substantial comribucion to the 
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VACATION for a Press 


Me need vacations and $0 do machines 
At McBee we have a program by which equipment is automatically 
taken from service for rebuilding after an established number of hours 
in operation. Our old-timers know the program but sometimes a 
new employee is surprised to be assigned to a new machine whe 
apparently the old one is in good condition. 





The program prevents breakdowns that are costly in lost wages and 
lowered production. During the war it served the cause of victo 
when both men and machines passed up vacations and came throug 
with flying colors and record-breaking production. 


Machines wear out, become obsolete and eventually must be replaced 
That's one of the problems of management for the business must earn 
the cost of replacement. It works like this. If a machine costs $10.00 
and has an estimated life of twenty years, the business must earn 
$500.00 each year for eventual replacement. 

But at the end of ten years it might be obsolete. That's a matter 
of concern to both employee and company. The company's efficiency 
suffers and the employee's earnings are reduced, for he can be paid 
only out of what he produces. The company must sell the old machine 
for what it will bring and from reserves purchase new machinery 
American standards of living and high wages cannot be maintained 
with obsolete machinery. 


The M¢Bee 8 Company 








These are 3 of the series of 26 plant-city ads which McBee has run in the local newspaper. Results have been so good 
that the company plans to continue the program indefinitely at about the same pace—10 public-relations ads a year 


will run 10 or more before the 
end of this year. 

The Messenger is the only news- 
paper in a town of 12,000 and has 
good coverage of the two or three 
counties surrounding Athens. All 
ads are six full columns (three- 
fourths of a page) and cost the 
company $80 for space plus about 
$120 for preparation, art work, 
and plates. 

The ads don’t preach American- 
ism, political philosophy, or the 
ideas of any top-management of- 
ficial of McBee. They merely tell 
Athens townspeople about McBee, 
what it makes, how its products 
are used, what it costs to run the 
plant, what the plant means to the 
community of Athens, and what it 
is like to work for McBee. They 
are designed to help sell McBee to 
the community. Nothing more, 
nothing less. 

McBee has no skeletons in the 
closet, no dirty linen to wash in 
public. It has not suddenly become 
public-relations conscious because 
it wants to cover up past sins. In 


the words of Leo A. McPherson, 
of Byer & Bowman Advertising 
Agency, and in charge of the com- 
pany’s public relations, “These ads 
were not born of a frantic set of 
conditions. They were intended to 
be preventive. 

“Before McBee did any formal 
public-relations work at all, a 
student of such matters might call 
its home town and employee con- 
ditions ideal. Nevertheless, there 
were definite signs of emotionalistic 
nonsense typical of the national 
attitude. There was an indifference 
to McBee in Athens. There was 
even some resentment and a belief 
on the part of townspeople that 
McBee was high and mighty. 

“This latter point was impor- 
tant to McBee because Athens is 
its sole source of labor. There are 
no large centers of population near 
Athens, and McBee must find and 
train its own people. It must sell 
young Athens people not to seek 
their fortunes elsewhere, but to 
stay in Athens and work for 


McBee. 


“Another factor is that 40 per 
cent of the working force is female. 
Almost all of the potential em- 
ployees are at least high-school 
graduates and many of them and 
their families resent the idea of 
working in a factory. The series of 
ads definitely has helped to over- 
come this feeling. Today, McBee 
employees are the aristocrats of 
the town. There is little question 
but that the people of Athens now 
appreciate McBee and know how 
important it is from the stand- 
point of community welfare.” 

A quick look at the titles of 
some of the ads will give our 
readers a better idea of the in- 
portant subjects covered in this 
campaign so far: “The ABC of 
McBee”—an ad telling what the 
company makes and how its prod- 
ucts are used by others; “Please 
Invent -’—an ad describing 
McBee’s research and development 
department and its importance to 
the prosperity of the company: 
“What’s a Two-Letter Word That 


(Continued on page 5}) 
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or your forms ’ 


, forms—instead of you—can 
dictate your office procedure . . . unless 
they are flexible. But if they can be 
changed quickly, easily, and economically, 
then you are the boss. 


You can make these changes to meet 
altered conditions, when you use A. B. Dick 





mimeographs. Their versatility enables 
you to re-design your systems work 
overnight, if necessary. And with this 
versatility you still get production 
speed, legibility, simple operation, 
and over-all economy. For 
mimeographing is BALANCED duplicating. 





To get full details on how this BALANCED duplicating 
can make your systems work flexible, call your 
MODEL 435 , ; nearby A. B. Dick distributor. You’ll find him listed 


The last word in a Se & in your phone book. Or, merely send in the coupon below. 
mimeograph. Table-top i 5 
model with built-in Me, ‘ 
electric motor. Lets a Mimeographing is BALANCED Duplicating 
the operator sit down. ' : 
Model 27 stand with 


foot control illustrated. ° 
For use with all makes l “ied 
of suitable stencil . e 


duplicating products. 


the first name in mimeographing 


POSES SH SSSSHSHSSSSSSHH HHSC STOO SHHHHEEEESESHEEE EEE EEE EEE SESE EMSE OOOH OSE HEHE SESE OSES SEESSESESSESSHHSSHSHSSEHEESEESEHEHHSEEEEE 


A. B. DICK COMPANY, Dept. AB-1099 
NEW ACCESSORIES 720 W. Jackson Boulevard, Chicago 6, Ill. 


Complete new line of : ’ ‘ . — 
styli, lettering guides, | would like complete information on how BALANCED duplicating 


and screen plates. can make our organization routine flexible. 
Produce professional 
looking copies with a 
wide range of type faces, : ; B, 
illustrations, drawings, - ‘i | 
and shadings. New NWIIO-RAST COMPANY 
roll point stylus makes 
handwriting easy. 


NAME 











ADDRESS 








CITY, 
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Keysort Card Serves 
Double Purpose 








At Huffman Manufacturing Company, the Keysort 
card is first of all a work card, but it is also a time card. 
Employees no longer line up at the guardhouse time 
clock; instead their cards are punched for each new job 





A’ THE Huffman Manufactur- 
ing Co., Dayton, Ohio, the 
time clock has been promoted from 
a warden at the factory’s front 
gate to a productive job, and em- 
ployees accept ringing it as a 
normal, important function rather 
than as a necessary evil. 

Huffman employees no longer 
ring in as a serpentine line winding 
through a narrow guardhouse. 
They walk through the main 
gate to their departments, using 
time clocks conveniently located 
throughout the plant. Huffman 
works on a combination of hourly 
wage and incentive. 





a 


a 
























The business of putting each 
employee to work really starts in 
the production control depart- 
ment, where predetermined inven- 
tory records indicate daily which 
parts should be made. The depart- 
ment issues shop orders for the re- 
quired parts and assemblies. 

At the same time it issues suf- 
ficient Keysort cards to cover 
every worker who will participate 
in producing the order. That card 
with punched holes around the 
edge is destined to report how 
much work the employee did and 
how much he earned on a particu- 
lar shop order. It will also find its 


When a machinist (left) starts a new 
operation, he hands his Keysort card 
to the timekeeper. This is the only 
mechanical record kept of his hours 
worked. The long, narrow guardhouse 
(below) that once screened Huffman 
employees is mow padlocked and 
generally used as extra storage space 





way to the cost department to dis- 
tribute labor charges properly to 
the various cost accounts. 

When employees come to work 
in the morning, each finds his Key- 
sort job card in a rack under his 
name. The rack is located near 
his department. From the card, a 
particular employee might see he 
is scheduled to notch 350 front 
forks. He hands his card to a shop 
clerk nearby who time-punches it. 
Huffman employees seem to like 
the direct connection between the 
time clock and the particular job 
they are doing. It makes the time 
clock a vital instrument through- 
out the day in the business of 
building bicycles. 

“Having a 
punched makes sense,” one em- 
ployee tells us. “How else could the 
company figure out my basic pay 
and piece rate? At the gate the 
clock was only a ‘checker upper’ 
and delayed me from getting on the 
job. Now it keeps track of how 


work card _ time- 


much I earn on any one job.” 
Work cards are punched at 
varying times. Just the business of 
getting a shift started means cards 
punched in at odd moments after 
the hour. The company gives the 
worker “breakage” up to 5 min- 
utes. If he is late or absent, the 
presence of his card in the rack 
immediately that fact. 
Such cards are collected by the 
department timekeeper and turned 


signals 


over to the foreman. Latecomers 
get their cards from the shop of- 
fice. Any employee more than an 
hour late has to have a honey of 
an excuse. By that time his card 
is in the personnel department 
where he has to pick it up to start 
work. But he is on a par with the 





office workers 
employees are likely to make. 
(Continued on page 42) 
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The Important Names in Microfilm 
Precision-built microfilm equipment, 
developed and manufactured by Bell 
& Howell is distributed and serviced 
exclusively by Burroughs. 


WHEREVER THERE’S BUSINESS THERE’S Burroughs 
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ee all kinds of documents for current use and for storage. 





Put MICROFILMING to work 
for you! 








BURROUGHS HAS (T/ 


Modern, 1 gpanntnticmn equipment that makes microfilm a 
more useful, more versatile business tool. Burroughs micro- 
filming is the answer to faster, more efficient reproduction of 












BURROUGHS HAS (T/ 


Complete familiarity with office and accounting procedures 
... experienced counsel in helping business integrate micro- 
. filming into its systems to save time, space and money. 


BURROUGHS HAS (T/ 


A nationwide chain of conveniently-located processing 
centers where exposed microfilm is quickly developed and 
returned for immediate use . . . a nationwide mechanical 
service organization to insure lasting microfilming satis- 
faction through efficient maintenance of equipment. 


See for yourself how Burroughs microfilming equipment can 
save time, money and effort in your business. Give your 
local Burroughs man a call, or write— 


BURROUGHS ADDING MACHINE COMPANY, DETROIT 32, MICHIGAN 















Many companies have found that remembering cus- 


tomers and other business friends at Christmas pays 
off in good will. Here is how six companies keep the 
job simple, get the most value for their investment 





2B, M. C. French 


IGHT about newspapers 
are beginning to carry those 
alarming announcements, “Only — 
more shopping days until Christ- 
mas.” And if the approach of the 
holiday season stirs individual 
shoppers to action, it causes even 
more activity in companies that 
plan to remember their customers, 
business friends, employees, sup- 
pliers, and other groups at Christ- 
mas. These companies’ worries are 
on a large scale, too—pleasing 
everyone and staying within the 
budget is no small task. 

We asked a number of companies 
to tell us how they handle Christ- 
mas gifts so that their experience 
might help companies who want to 
give gifts but don’t know where to 
begin—or where to end. Companies 
whose programs are not running 
as smoothly as they would like may 
also find an idea or two from the 
answers we received. 

The six companies that answered 
that they give gifts have done so 
for a number of years. Three have 
given presents for from 10 to 12 
years. Two companies said they 
have given gifts for many years. 
One mail-order company remem- 
bers employees only—probably be- 
cause there is not very close con- 
tact with its many customers—but 
it has given cash or turkeys to 


now 
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workers ever since the business was 
started. 

First step in the project is mak- 
ing up a Christmas list. Of the six 
companies that answered that they 
distribute gifts, four remember 
customers, three give gifts to busi- 
ness friends, three make presents 
to employees, one sends presents to 
its suppliers, and two include other 
groups of people. 

After the size of the list is de- 
termined it is not so hard to decide 
who should handle it. In an office 
and drafting equipment company 
one man handles the entire project. 
Executives and division heads have 
charge of gifts in an aircraft com- 
pany. A bowling equipment com- 
pany and a radio manufacturer 
let each department handle its own 
gift list. In the mail-order company 
employee gifts are also handled by 
department. 

Though the majority agree that 
the list should be divided among 
the departments, there was no 
“best way” to fix the gift budget. 
The mail-order company’s general 
manager determines the amount to 
be given the employees. For its 
bonus to workers the radio manu- 
facturer figures primarily on the 
length of service of the employees. 
The number of salesmen is the basis 
for the drafting and office equip- 











Six Ways to Handle 
Business Giits 


ment manufacturer’s allotment. 
Another company surveys the num- 
ber involved before setting a 
budget. At the bowling equipment 
manufacturer’s the cost of gifts is 
charged to sales promotion ex- 
pense. The sixth company replied 
that it has no set amount. 
Despite the fact that the allow- 
ances for gifts are not rigid, no 
company that responded goes off 
the deep end trying to impress 
those who receive presents. In- 
stead, the givers look for prac- 
tical, thoughtful presents that 
their customers can really use. 
Among the gifts these six com- 
panies frequently gave were pen 
and pencil sets, key containers, 


‘playing cards, ash trays, billfolds, 


and magazine subscriptions. 

Where the list includes business- 
women, one company usually gives 
them candy or perfume. Others 
choose gifts that are suitable for 
either men or women. 

Tastes vary, of course, and this 
difference makes an_ interesting 
sidelight. The men who answered 
the questionnaire listed their pref- 
erences in gifts as wallets, leather 
goods, and office gadgets. A woman 
who replied would prefer a diary. 
Some of the presents that have 
been appreciated most by their 
companies’ customers are desk sets, 
ash trays, playing cards, and Ron- 
son table lighters. 

These presents are all useful, 
yet none of them is expensive. 
Here are six companies who have 
accomplished the goal of Christmas 
business remembrances—they have 
pleased the recipients, they have 
shown them that their patronage is 
appreciated, and they have spread 
good will. If this achievement 
doesn’t provide the nice, warm 
feeling that is called the Christmas 
spirit, nothing ever will. 
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GF Double-Door Storage Cabinet No. 419-SC 
) 96” wide, 78” high, 191” deep. 


A storage cabinet 
can be an 
attractive addition 
your office 


i 


ut 


ERE’S a Storage Cabinet that you 

can be proud to have in your office. 
Made of top quality, heavy gauge steel, 
the GF Metal Storage Cabinet is a finely 
constructed, beautiful piece of furniture. 
It has fully paneled backs and sides. 
Doors operate quietly and easily and fit 
flush across the front to present a neat 
and pleasing appearance. The metal con- 
struction and oven-baked enamel finish 
in gray, green, mahogany or walnut 
make a durable, attractive cabinet that 
will cost you little or nothing for main- 
tenance over a business lifetime. 


GF Cabinets are available in a variety 
of heights, widths and depths as either 


S5n2 eee 


[> 


storage cabinets, wardrobes or a combi- 
nation of both. They range from the 
desk-high unit for housing typing sup- 
plies, cash drawers, card and letter files, 
and other frequently needed items to 
full-height 36” wide cabinets for storage 
or wardrobe use. You can quickly and 
easily adjust shelves, partitions and 
accessories to suit your needs. 


If you consider appearance, durability 
and utility you won't find a better value 
in storage cabinets. For a catalog 
showing current models, for immediate 
delivery, write The General Fireproof- 
ing Company, Department B-10, 
Youngstown 1, Ohio. 


_ to 





GF METAL STORAGE 
CABINETS 


>~%s 


GENERAL 
FIREPROOFING 


Foremost in Metal Business Furniture 


DEALERS THROUGHOUT THE WORLD 
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A good many modern offices like or have to use incandescent indirect lighting. The one on the left shows how this type 
of light can be used most effectively. Baffles introduced at regular intervals prevent cumulative ceiling brightness. Vene. 
tian blinds at the windows—which control daylight glare—make this system well suited to the requirements of the room, 
In the office on the right, a totally indirect fluorescent system accomplishes the same thing since the rows of fixtures 
constitute their own shields. Desks in the foreground are too dark, both for reflective purposes and employee comfort 


Better Light Through 
Planned Offices 2 3.2 dome 


EALTH-CONSCIOUS Ameri- 
cans, whether employers or em- 

ployees, recognize today that the 
elimination of grimness on the job, 
the planned concern for good 
environment, and ample working 
tools are sound practice. Today, 
many technical processes have so 
transformed the implications of 
plant management, and have so in- 
creased investment per worker, ef- 
fective integration calls for cor- 
responding modernization of the 
environment. 

Offices usually have paced the 
modernization trends, management 
being more immediately sensitive 
to the need for creating good im- 
pressions at points of contact with 
the public. Through the years, 
however, industrial space gradual- 
ly has been catching up to the ob- 
jectives recognized in offices. It has 
come to regard its own personnel, 
wherever employed, as a part of 
the public whose impressions have 
a most powerful effect upon its 
prospects for success. 
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One of the most important indirect tools in modern 
offices is lighting. Increasing the foot-candles is as 
much a matter of attention to various reflective sur- 
faces as of installing the latest type of lighting fixtures 





Experiments have shown that 
where personnel sympathies have 
been aroused, examples of per- 
formance have surpassed many ob- 
stacles. Such temporary bursts of 
zeal support the knowledge that 
only a fraction of a worker’s poten- 
tial is required for normal opera- 
tions. It also supports the general 
proposition that normal opera- 
tions should not depend upon 
bursts of zeal, but should so con- 
dition the environment that the 
fraction of effort needed will be of 
consistently high quality. 

A policy of good lighting is a 
key to creating superior condi- 
tions. The whole interior of an 


office or factory is embraced by the 
requirements that comprise good 
lighting. This fact is developed in 
the details that illuminating en- 
gineers prescribe in their standards 
of practice. In this connection note 
the reference material highlights 
taken from the Illuminating En- 
gineering Society’s “Recommended 
Practice of Office Lighting.” 
There should be no compromise 
with quality in office lighting. The 
factors involved in lighting quality 
are many and complex involving 
considerations of brightness, light 
distribution, brightness ratios, F 
diffusion, and color. Installations f 
extremely deficient in lighting 
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Which businessman will make it? 


© Profits result from maintaining proper balance in all 
operations—and are made more certain by use of Sim- 
plified Business Methods that keep costs under control. 

Today, business must use extreme care to maintain 
a sound ratio between expense and income. More and 
more businessmen are finding that they need the help 
of paperwork mechanization to walk the profit tight- 
rope created by increased clerical costs and generally 
higher break-even points. 

Addressograph simplified business methods give you 
better business controls. They remove error hazards 
from tedious paperwork jobs, cut day-long routines 
down to minutes. Dollar costs fall off to pennies and 


earnings grow. 

For example, an Addressograph machine puts figures, 
descriptions and names on paper thirty to fifty times 
faster than a typist or clerk. Addressograph methods 
do for the office what straight-line production did for 
the modern factory. 

Everything you write more than once can be written 
better, faster, for less with Addressograph methods. 
Call the Addressograph representative in your City. 
He will be glad to tell you exactly how others in your 
line of business are using and saving with these 
simplified methods. Addressograph-Multigraph 
Corporation, Cleveland 17, Ohio. 


Addressagraph 


TRADE MARK 


SIMPLIFIED BUSINESS METHODS 


Addressograph and Multigraph are Registered Trade Marks of Addressograph-Multigraph Corp. 
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RECOMMENDED VALUES OF ILLUMINATION’ 








Foot-Candles Current 
Recommended Practice 


Difficult Seeing Tasks ......+.+ +. 50 
Involving: 
(a) Discrimination of fine details such as 
6- 8-point type 
(b) Poor contrast 
(c) Long periods of time 


OFFICE TASK 





Such as: 
Auditing and accounting 
Business machine operation 
Transcribing and tabulation 
Bookkeeping 
Drafting 
Designing 


Ordinary Seeing Tasks . .....+..+-.--. 30 
Involving: 
(a) Discrimination of moderately fine detail 
such as 8- 12-point type 
(b) Better-than-average contrast 
(c) Intermittent periods of time 


Such as: 
General office work (except for work coming 
under ‘‘Difficult Seeing Tasks’’ above) 
Private office work 
General correspondence 
Conference rooms 
Active file rooms 
Mail rooms 


Copel Gesieg Taste . wt tt tw 10 


Such as: 
Inactive file rooms 
Reception rooms 
Stairways 
Washrooms, and other service areas 


a 5 
Such as: 

Hallways and corridors 

Passageways 





*These recommendations are commensurate with the difficulty of the 
various groups of seeing tasks and the current general cost of lighting. 
The values should be maintained in service through proper cleaning of 
lighting equipment, replacement of depreciated or failed lamps, and 
maintenance of room surfaces. Initial values will have to be greater by a 
percentage sufficient to compensate for the depreciation expected. 

















Factors Influencing 
Direct Glare 


Glare is reduced and seeing im- 
proved by: 

1. Decreasing the brightness 
of light sources and lighting 
equipment. 

2. Diminishing the area of 
high brightness causing the 
glare condition. 


Recommended Brightness 
Ratios 


Brightness ratios for areas of 
appreciable size from normal 
viewpoints should not exceed: 

3 to 1 between tasks and ad- 
jacent surroundings. 

10 to 1 between tasks and 
more remote surfaces. 

20 to 1 between luminaires 
(or windows) and surfaces ad- 
jacent to them. 

40 to 1 anywhere within the 
normal field of view. 

These ratios are recommended 
as maximums; reductions are 
generally beneficial. 


3. Increasing the angle be- 
tween the glare source and nor- 
mal line of sight. 


4. Brightening surrounding 
areas against which the glare 
source is seen. 
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quality are easily recognized as 
glaring, uncomfortable, and harm- 
ful. However, more moderate de- 
ficiencies are not readily detected, 
although the cumulative effect of 
even slightly glaring conditions 
can result in loss of seeing effi- 
ciency and in undue fatigue. 

Evenly distributed illumination 
is desirable in office lighting. It 
permits flexible arrangement of of- 
fice operations and equipment and 
helps assure more uniform bright- 
nesses throughout the office area. 
To achieve an even distribution of 
light, it is essential that lighting 
equipment be spaced in keeping 
with its light distribution charac- 
teristics and the physical charac- 
teristics of the room. 

Shadows on work surfaces ave 
annoying and may contribute io 
considerable fatigue. Illumination 
must be diffused to minimize 
shadows. They seldom can _ be 
eliminated, but care should be 
taken to reduce the density and 
sharpness of any shadows present. 
Highly reflective matte finishes on 
room surfaces become effective 
secondary light sources and reduce 
the annoyance of shadows by re- 
flecting a significant amount of 
diffused light. 

Seeing comfort is influenced hy 
room and furniture finishes. In 
conjunction with the lighting sys- 
tem, finishes determine the bright- 
ness pattern of the office environ- 
ment and the relation between it 
and the task brightness. The room 
finishes, especially those on the 
ceiling, are important factors in 
determining the brightness ratios 
between the lighting equipment and 
its surroundings. The use of ligh! 
colored matte finishes for all offic: 
surfaces helps to achieve the ratios 
shown in the accompanying table. 

The color and reflectance of 
room walls, ceilings, and floors «+ 
well as room proportions have co 
siderable effect upon the utiliza 
tion of light. Room surfaces ac! 
as secondary light sources of larg: 
areas and, from the standpoint o/ 
efficiency, highly reflective finishes 
are preferred. 

(Continued on page 41) 
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"that’s my machine! 


Operators glow with pride over speed records racked 
up with this foremost of bookkeeping machines! 

That’s because they knock out the payroll fifty 
percent faster with this remarkable machine. It’s 
the “one shot” writing of several related records 
that makes payroll work an absolute breeze. In one 
simple operation you insert statement of earnings, 


payroll check and employee earnings record . . . 





type your items rapidly on the finger-fitted key- 
board with the single set of touch-method numeral 
keys ... and it’s complete. Net pay is printed and 
computed automatically —you’re ready for the next 
employee record in seconds! 

The Foremost Bookkeeping Machine is the 
ultimate in accounting machines —a completely 
electrified, lightning action, automatically operat- 
ing performer that does all your accounting ma- 


chine work faster: payrolls, accounts receivable, 
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REMINGTON RAND BOOKKEEPING MACHINE 








... for faster payroll record production” 


accounts payable, sales and inventory analysis — 
all with any breakdown or distribution for any 
department. 

And beauty too—The Foremost Bookkeeping 
Machine is strikingly smart in its sleek, functional 
design and distinctive grey-tone finish — added 
reason for its appeal to owners and operators. 

For appearance . . . for sheer cost-reducing effi- 
ciency, it’s the top buy in accounting equipment. 


See it today at your Remington Rand office. 


YOURS...FREE FOR THE ASKING—Illustrated brochure 
describes the advantages of the Foremost Bookkeeping Machine 
in detail—shows how you can 

really save on accounting costs, ~~~ — : 


Phone your Remington Rand ; ~ odin : 


office for ‘‘Fashioned for Busi- FEE Stara ay, prick 
ness Administration’, or write |. = _ 
to Remington Rand Inc., 9 > == — = 


Dept. AB-10, New York 10. | f  ™ 





(Continued from page 9) 


clined to look upon the millionaire 
advertisers, such as Procter & 
Gamble, General Foods, General 
Motors, Wrigley, Coca-Cola, and 
the other big fellows, and think 
that because we haven’t that kind 
of money we had better not 
advertise. 

What we forget is that these big 
advertisers were once small, and 
they grew partially because they 
had the courage to plow back some 
of their money into the purchase 
of public acceptance and demand. 
Dr. Pepper, Pepsi-Cola, and Seven- 
Up all have made a big dent in the 
soft drink field, and none of them 
had unlimited fortunes to invest in 
advertising when they tackled the 
market dominated by Coca-Cola. 
Their advertising created new 
users of soft drinks, expanded the 
market, and helped to widen dis- 
tribution. They probably weaned 
away relatively few Coca-Cola cus- 
tomers, but created new customers 
of their own, making advertising 
pay its way as it went along. 

When a big investor buys a mil- 
lion dollars’ worth of bonds, he 
gets the same rate of interest as 
the widow who socks away a thou- 
sand-dollar bond of the same issue. 
With the proper thought and care 
a small advertising expenditure 
can be made to pay as handsome 
returns, relatively, as the big ones. 
All over the country we have ex- 
amples of local brands holding 
their ground against huge national 
advertisers. In Texas there is 
Admiration Coffee, in California 
there’s MJB Coffee, and in New 
Orleans there’s the old reliable 
Luzianne, all big sellers, bucking 
national advertisers. While these 
companies are no longer “small” 
in the strict sense of the word, 
they are small compared with the 
giants in the field and they seem 
to be doing right well. They have 
learned the simple lesson that an 
advertising dollar can pay returns, 
even though there may not be an- 
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Five Common Errors of Management 


other nine hundred and ninety-nine 
thousand to match it. 

3. A Price Cur AvrTomati- 
CALLY INcREASES Sates. Dealers, 
wholesalers, and many other buy- 
ers are clamoring for lower prices. 
Their reason is that each reduction 
in a price brings a new layer of 
buyers into the market, expands 
sales, improves living standards, 
and spreads prosperity. In theory, 
and perhaps over the long pull, 
these claims are true. Certainly 
every producer wants to make and 
sell his product at as low a price 
as possible, consistent with his 
established ideas of quality, serv- 
ice to customers, and a fair profit. 
But the mere cutting of a price 
does not necessarily increase vol- 
ume. According to the Seiberling 
Rubber Company, unwarranted 
reductions in tire prices in 1949 
simply caused many people to 
postpone buying, hoping for fur- 
ther cuts. 

Where cutting a price means a 
reduction in service to consumers 
the price cut may be dangerously 
close to suicidal because there is 
no money left to service customers. 
And customers who are not prop- 
erly serviced are likely to go else- 
where quickly. 

If a price cut means less sales 
effort, less aggressive promotion, 
or less satisfactory service or value 
to customers, it may be the last 
resort to turn to if more business 
is expected. A price cut should not 
be a quickly made decision, but 
should be the result of a true 
knowledge of costs and part of a 
long-range plan for building a 
business. 

4. We Fo.titow THE AccEPTED 
Practice. One of the dangerous 
substitutes for thinking and sound 
policy-building is to follow the 
practice of others in the same in- 
dustry. Many of the leaders in 
business today have policies which 
are considerably different from 
the accepted practice in their in- 





dustries. Many spectacular suc- 
cesses have been made by com- 
panies which departed abruptly 
from accepted practices. 

More than this, accepted prac- 
tices may be obsolete. For example, 
if a survey were made of “accepted 
practice” in hauling freight today, 
it would probably show that the 
majority of freight is hauled by 
steam locomotives. Yet it is true 
that Diesel electric locomotives 
reduce costs by about 20 per cent. 
So to decide that steam motive 
power is best because more of it 
is used than other power would be 
to ignore the fact that almost all 
new motive power acquired by rail- 
roads is Diesel-electric. 

The fact that a practice lias 
become “accepted” is often strong 
evidence that it is obsolete. In- 
stead of relying on “accepted” 
practice it may be far better to 
ascertain the practices and policies 
of one or two fast-growing leaders 
in industry and pattern your prac- 
tices after them. Or better still, 
evolve your own policies out of 
your own hard experience, your 
ability to serve customers, and to 
give value. 

5. We Must Meet Competi- 
TIon. Here is one of the costliest, 
most destructive beliefs that has 
haunted many businessmen for 
years and seems especially destruc- 
tive at the moment when many 
companies are experiencing coii- 
petitive conditions for the first 
time in this decade. 

We do not have to meet compe- 
tition. We ought to beat competi- 
tion. “Meeting competition” 1i- 
plies following competition. If 
manufacturer “A” puts a new 
gadget on his device, manufactur- 
ers “B,” “C,” “D,” and so on 
down the alphabet follow tie 
leader and put on something «s 
nearly similar as possible. Whit 
the others should do is to devise 
other improvements which are 
equal or better than the leader. 
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ee what you can do with your present equipment... 


... AND 
Kodagraph Auropositive Paper ... AND 


You can produce positive photographic hodagi aph 
copies directly from all types of originals 
it / ae” Contact Paper 


—without a negative step, without 
darkroom handling. Simply expose this A 
revolutionary new paper in your direct- Ko dag) Le ap Con Tact Clo Y/ t 

a rw o blueprint machine .. . develop Kodagraph Contact Paper assures improved 

in standard photographic solutions. You'll get sharp, reproducible results, lowers production costs with any type of 

“masters” . . . with dense, ink-like lines on a durable, evenly contact photocopier. It reproduces your office work 

translucent base. Intermediates . . . that are of original quality, ox ditty tes eine ohnlaniaiie Vaile, wile 

or better . . . that produce sharp, clear blueprints and whites . . . on a non-curling, high-quality paper base. 

direct-process prints at uniform, practical machine speeds Kodagraph Contact Cloth gives you reproductions of 

... that are photo-lasting in the files. maximum durability. Its highly translucent white base 

assures fast, even printing in 

the production of blueprints 
or direct-process prints. 





Kodagraph: Reproduction Materials 


You can do more... 


as you can see, simply by using 
Kodagraph Reproduction Materials in your present reproduction 
equipment. You'll find, too, that production is easier, surer . . . more 
economical than ever before . . . because these new photographic 
papers and cloths have extremely wide latitude . . . and amazing 
uniformity—from sheet to sheet, roll to 
roll, pack: ge to package. 
It will pay you to get all the facts 
—soon! 


Kodagraph Projection Papers 
Kodagraph Projection Cloth Mail coupon for FREE booklet 


Eastman Kodak Company 

Industrial Photographic Division 

Rochester 4, N. Y. 

Please send me a copy of “The Big 

New Plus”—your booklet about Kodagraph 

Reproduction Materials. I have [) direct process 

0 blueprint 1 contact printing 1) projection printing equipment. 


} Here’s versatility you'll appreciate when 

} making change-of-scale prints in your 
enlarger, process camera, or projection 

} printer. You can use Kodagraph Projection Paper 
. .. Which allows plentiful safelight illumination, 
ample time for dodging. Or Kodagraph Fast Projection 
Paper, which gives you maximum printing speed. 
When intermediates of maximum durability are 
desired, you can get them by using Kodagraph 
Projection Cloth, which has the same physical 
characteristics as Kodagraph Contact Cloth. 


EASTMAN KODAK COMPANY 
Industrial Photographic Division 
Rochester 4, N. Y. 
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No cushy job the credit manager’s! ...Can’t get 
at his correspondence before nine thirty . . . barely 
has a bite out of it by ten... and there’s a line of 
customers waiting! So the c.m. and his secretary 
still have half a day’s work when the business 
day is over... He’d appreciate a MailOpener! 

It’s a neat little machine.. that trims oft the 
edges of the morning’s mail in a matter of minutes 
... gives everybody in the office a headstart—saves 
time, speeds office routine—a real economy in any 
office... Hand and electric models for small or large 
businesses...Call or write for illustrated folder—now! 


= MAIL 


A PRODUCT OF 


PITNEY-BOWES, Inc. 


PENER 


PITNEY- BOWES, INC., 2198 Pacific 


Stamford, Conn. 
..- Originators of the postage meter... 


Offices in 93 cities in U.S. and Canada 

















eee CAN CUT YOUR 


Intensified selling today demands 
more advertising literature, stationery, 
office forms, bulletins, than ever. Yet 
printing costs keep rising. 

A Davidson Dual, installed in your 
office and operated by one of your em- 
ployees will quickly pay for itself through 
direct savings. Or . . . in the hands of 
your printer, it will materially reduce the 
cost of work purchased from him and 
still give him his normal profit. This fact 
has been proved again and again. 

The Davidson Dual gives you high 
quality offset reproduction from either 
paper or metal plates... black and white 
or multi-color . . . excellent line and half- 
tone work . . . close register . . . at high 
speed. It will also reproduce from type, 
electros and rubber plates. 

See your local Davidson Sales and 
Service Agency or write us. 


DAVIDSON MANUFACTURING CORPORATION ° 


PRINTING COSTS 


Davidson 
Dual 


1028-60 West Adams St. © Chicago 7, Iillinois 


A GENERATION OF EXPERIENCE IN THE MANUFACTURE OF OFFICE EQUIPMENT 
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Through every area of manage- 
ment we find many companies who 
seem content merely to meet 
competition. Doing this simply 
announces the fact that in “meet- 
ing” competition you are willing 
to allow somebody else to sct the 
pace. 

Meeting competition may con- 
sist of mecting a price, allowing 
a similar discount, giving similar 
concessions, or otherwise blindly 
following a competitor who may 
or may not know what he is doing, 
Competition pays its 
“x” dollars a week. We must pay 
them “x” dollars. This may or 
may not be true. The point is to 
find some other method of con- 
pensation, some other attraction 
which will outweigh the “x” 
dollars paid by competition. 

This does not mean that any 
given company can ignore com)cti- 
tion. In nearly every industry 
certain value standards are reason- 
ably well established, and few if 
any companies can ignore thiese 
industry standards. But this cloes 
not prove that a company need 
fail because it does not meet every 
gesture of a competitor. What we 
need to remember is that more 
often than not our competitors 
may not be the company in the 
same business, but a company in 
a wholly different line of business. 
A man may buy a sailboat or 
motor launch instead of a new car; 
a consumer may buy a new re- 
frigerator instead of a rug. 

Thus, while fighting or “meeting 
competition” we may lose business 
to somebody we do not consider a 
competitor at all. 

The correct decision in «any 
business problem is seldom found 
without deepest study of all con- 
ditions surrounding the problem. 
Research, experience, _ intiniate 
knowledge of current conditions, 
plus some long-range planning «nd 
policy-making are the only safe 
guides in reaching business de- 
cisions today. We are courting 
disaster when we rely on some 
ancient bromide or oft-repeated 
excuse for not taking positive, 
vigorous action. 
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OFFICE MANAGER 


FULLY AUTOMATIC 


Whether your figure work is heavy or comparatively light, there’s a Marchant Figure- 
master to do your job and at a cost within your business budget. The Fully 
Automatic model is designed for heavy-volume operation. Where the work 
is lighter, the low-cost Semi-Automatic model will do the job. Both models are 
available in 10 or 8 column capacities. Both have all the 18 principal new 
features of the Figuremaster line, including automatic point-off in division, 
indicated either as a decimal or percentage . . . “phantom touch” key action 
for almost effortless operation . . . 40% greater dial visibility for 
easy reading. These achievements, together with Marchant’s traditional 
supremacy in simplicity, silent speed and accuracy control, establish 
SEMI-AUTOMATIC the Figuremasters as the world’s foremost calculators. 


FIGURE FASTER WITH A 


MARCHANT #2 


Figuremasters will do your calculating faster : 
and cheaper. The Marchant Man in your = SS : MARCHANT CALCULATING MACHINE COMPANY 
phone book is ready to prove this by a ' Oakland 8, California All 
demonstration on your own work, No OW ' Please send me free information about the new Figuremasters 
SJ ' 


° . . = 
obligation, of course. Call him today I am interested in the Fully Automatic] the Semi-Automatic L] 
es 
Name 





or mail the coupon to 
Marchant Calculating Machine Company, | Address 
Oakland 8, California 
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COLLATING ventionally built frame wall panels. such ct 
Instead of using 2- by 8-foot brough 


(Continued from page 11) but be 
” and 2- by 10-foot joists for floors, of coul 
Harnischfeger has designed its own proval 
box beams—made by tacking and are sai 
glueing together plywood strips. feger h 
Tests with these box beams have and pe 
shown them to be stronger than Key 
regular joists, and they are much tributi 


lighter, of course. They 1 
Use of trusses in Harnischfeger dealers 


Rp houses is another cost-reducing own rij 
Mel ge J\\\ | and labor-saving factor. These houses 
4) trusses support the roof, and so builder 


nl the walls serve no other purpose houses. 


than that of partitions or screens. Fina 
The walls, therefore, can _ he majori 
thinner. Construction of these Housir 


if you can hire a girl like this. Until you | Walls saves 2 inches in thickness, gage fi 


providing up to 35 square fect or hon 
meet one, however, a THOMAS COL- | pore living space in each house. never | 


| erected 


You don’t need a Thomas Collator 


LATOR will save money—save time— Another idea Harnischfeger has for an 


save space, for you. Remember, THOMAS 


developed for its “Economy always 
House” is a plumbing panel that princij 
COLLATORS CUT COSTS by 40 to 70%. | lowers “roughing in” plumbing ff the fr 
costs and provides additional room Dis‘ 
area in the kitchen. The panel has that r 
prices and the name of your nearest dealer. | the necessary heavy gauge copper most « 
piping in place before it leaves the handle 
factory, and plumbing fixtures can nischf 


Thomas Mechanical a —_ ’ be put in position quickly with a the bi 
x Specialists in Paper Gathering P minimum of trouble. Very little nation 


30 CHURCH STREET NEW YORK 7, N.Y. quem space is required for the fixtures. factor 

Digby 9-2270 Saving space is one of the prime schedt 
objectives in manufacturing any prepa 
prefabricated house. Harnischi- econo! 
feger has designed its plumbing thus ¢ 
panels and engineered new wall storas 


Lithegraphed constructions to save some space, Vir 
but it is currently working on be loa 
LETT ERH EADS many other ideas. One, for ex- as th 
ample, is a type of sliding door gins. 
perm that would save the space ordi- men 
Wl! BF A. mony | unusable because of swing- —— 
—_ : ing doors. cludir 
ahrahanooen FR Many of the obstacles encoun- p the 1 
tered by Harnischfeger—an< hours 


Write or ‘phone us today for literature, 





Get our low prices on any quantity in which 
you may be interested. 


UNIVERSAL LITHOGRAPHING CO. apt other prefabricators—are those can n 


(Subsidiary of Peerless Lithographing Co.) caused by antiquated building “a 
4305 W. DIVERSEY AVENUE codes—the term used by the Port Th 
se ee Washington manufacturer. For feger 


instance, some building codes them, 
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specify that joists for floors must 
be 2 by 8’s or 2 by 10’s. Harnisch- 
feger’s box beams are stronger 
and make it possible to manufac- 
ture the house at a lower price; 
but before the houses can be 
erected in towns or cities with 
such codes, those codes must be 
brought up to date. Such changes, 
of course, are made with the ap- 
proval of local officials after they 
are satisfied that the Harnisch- 
feger house meets all specifications 
and performances. 

Key men in Harnischfeger’s dis- 
tribution setup are its salesmen. 
They make contacts with builder- 
dealers who are contractors in their 
own right. Harnischfeger sells no 
houses directly to individuals. The 
builder-dealers erect and sell the 
houses. 

Financing can be, and _ the 
majority is, done under the Federal 
Housing Authority insured mort- 
gage financing plans by the builder 
or home buyer. Harnischfeger has 
never used any Government funds 
for any of its operations. It has 
always adhered strictly to the 
principles of private capital and 
the free enterprise system. 

Distribution, another problem 
that ranks alongside financing in 
most companies in the business, is 
handled efficiently through Har- 
nischfeger’s salesmen and through 
the builder-dealers. Close coordi- 
nation is maintained between the 
factory and its builder-dealers in 
scheduling arrival of houses at the 
prepared site to the most efficient, 
economical, and rapid erection— 
thus eliminating costly delays and 
storage. 

Virtually a complete house can 
be loaded on one truck, and as soon 
as the truck arrives, erection be- 
gins. A contractor’s crew of six 
men can put a Harnischfeger 
house under roof and enclosed (in- 
cluding felt paper and shingles on 
the roof) in 1 workday of 8 
hours. Within 8 weeks the buyer 
can move in, with house and land- 
scaping complete. 

The men who make Harnisch- 
feger houses apparently believe in 
them, because after working with 
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DIRECT PROCESS “LIQUID” DUPLICATOR 


HUNDREDS OF 
USES 


® SALES LETTERS 
® BULLETINS 

* MAPS 

© PRICE SHEETS 


* QUOTATIONS, 
BIDS 
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© ESTIMATES 

© BLANK FORMS 

© SKETCHES 

© STATEMENTS 

® STOCK LISTS 

© SPECIFICATIONS 
© GRAPHS 
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® MUSIC SCORES 
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® NOTICES 
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® LESSON SHEETS 
® REPORTS 
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The new Ditto D-10 provides the quickest, 
most economical and the most satisfactory 
way to make copies. It’s ready for imme- 
diate use—no stencil to cut, no type to set, 
no inking, no makeready. 

It copies directly from the original writ- 
ing, typing or drawing; one, two, three or 
four colors in one operation; 140 or more 
copies per minute; on varying weights of 
paper or card stock; 3” x 5” up to 9” x 14” 
in size. 

PRINTS IN ONE TO FOUR COLORS AT ONCE 
The sleek lines of the D-10 proclaim worth- 
iness within. It has smooth, balanced action. 
It has wear- and corrosion-resisting stain- 
less steel parts. With “Magic” Copy Control 
it prints each copy brightly. Sure and simple, 
it makes an expert of any user. Mail the 
coupon for a fascinating folder providing 
more details... free and without obligation. 


DITTO, Inc., 638 S. Oakley Bivd., Chicago (2, Illinois 


DITTO, Inc., 638 S. Oakley Blvd., Chicago 12, Illinois 


Gentlemen: Without obligation, 
() Please send literature featuring the new Ditto D-10 
Duplicator and samples of work produced on it. 


() Arrange a demonstration of the new Ditto D-10 
Duplicator for me. 


Company. 
Address 
Post Office 





ARE YOU INTERESTED IN SAVING MONEY? 


If you are—and who isn’t these days—you can get the facts from American 
Business magazine. Every month, this publication tells how various companies are 
cutting their costs through better methods. New ideas and different approaches 
are described in detail and illustrated in full so that you can adapt them in 
your own business. 


Clip this coupon for your subscription to American Business magazine, and we'll 
send it either to your office or to your home. You can start saving money now 
by subscribing for 2 years—24 issues—at $7, or you can get 12 issues for 
Enclose the money, or we can bill you. 


AMERICAN BUSINESS MAGAZINE Gites "<0.*inino. 
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Why Core, EMPIRE FILE 
FOLDERS SAVE YOU MONEY 


Empire Folders are easy to use... 

BECAUSE EMPIRE FOLDERS: 

¢ Stand up to be seen 

e Have rounded corners to 
prevent dog-ears 
Have smooth finish—are easy 
to remove and easy to refile 
Are uniform throughout the line 
Are available for every require- 
ment—in all tab styles—in all 
common weights and sizes 
Are imprinted with catalog 
number for easy, accurate 
duplication 

Empire Folders are the finest 

available—they last and last... 

EMPIRE FOLDERS 

e Are exactingly tested for 
quality 

e Equal or exceed Government 
specifications 
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Consult the classified section of your 
telephone directory for your nearest 
“Y and E” dealer. Look under Filing 
Equipment or Office Equipment. 


e SERVING 
AMERICAN 
BUSINESS 
SINCE 1880 


1042 JAY STREET, ROCHESTER 3, N Y., U.S.A. 





the houses all day, many of the 
men go home to them at night. The 
company’s research engineer lives 
in a Florida-type prefab that js 
only a few yards from the plant. 

Another executive has put up a 
Harnischfeger house in his spare 
time, and is working in many of 
his own ideas. The plant’s division 
manager has a _ Harnischfeger 
house for a summer home. These 
men naturally will learn more 
about their products after living 
in them, and from their ideas new 
improvements are expected to 
develop. 

There are other Harnischfeger 
houses in Port Washington in ad- 
dition to these more recent ones. 
One of the company’s earliest 
models stands—in perfect condi- 
tion—as an example of the pre- 
fab’s durability. 

One Harnischfeger official said 
that the prefab industry miglit be 
compared to the automobile in«us- 
try. When the first Ford came out, 
many people were skeptical, and 
the public had to be “educated” to 
the automobile’s possibilities. The 
car was gradually accepted, and 
models became more streamlined as 
production increased. 

Lustron, on the other hand, ap- 
parently doesn’t want to take the 
time to “educate” the public. At 
least that was the impression given 
by one Lustron official who re- 
portedly said, “If we had to com- 
pare this with the automobile in- 
dustry, it would be like jumping 
from the horse and buggy days 
right into a 1941 model of a car.” 
A few years ago the American 
public refused to accept the 
streamlined Chrysler Airflow auto- 
mobile because it was so far alicad 
of its time; and it is doubtful that 
they would jump from a buggy 
into a 1941 car. Whether or not 
the public is ready to accept the 
jump Lustron is attempting to 
make, remains to be seen. 

In the meantime, Harnisch- 
feger knows that its three or four 
houses manufactured daily wil! be 
sold, and it knows furthermore 
that each house is making a profit 
for the company. 
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New Controls 
Slash Losses 


(Continued from page 15) 


Check marks on this card signal 


that a trade report is being pre- | 
| ...BY CHANGING OVER 


pared by one of the credit groups 
and should be requested. These 
marks are in different colors to 
distinguish which group is compil- 
ing the report. 

At the end of the year the data 
on the activity card is recapped 
onto the credit history card, which 
provides for a 10-year record. 

This method permits two girls 


to keep all accounts posted up to | 


date and to take three trial 
balances each month instead of be- 
ing far behind with one, as for- 
merly. The operators even have 
time for related work. They pre- 
pare a daily invoice report; type 
collection, warning, and apprecia- 
tion letters ; write memos to sales- 
men; check credit ratings, etc. 
Under the new procedure the 
credit manager handles only those 
orders that require his attention. 
Among these are accounts that 


show greater than the projected | 


activity and call for a new credit 
code, and those with past-due 
balances. Then, too, if a customer 
orders more than his limit allowed 
in a single delivery or more than 
his highest credit extension per- 
mits, the credit manager. checks 
with the sales department. Per- 
haps the customer is planning a 
sale or has some other good reason 
for the larger order. The credit 
limits are merely “stop, look, and 
listen” signals, but Drackett wants 
the reason for exceeding them. 

Such close control permits rigid 
enforcement of Drackett’s credit 
policies. No one gets a shipment if 
an open invoice is beyond the limit 
of the company’s net-30-days 
terms. Though Drackett has had 
some credit losses in the past and 
probably will have others in the 
future, these policies insure that 
not more than one month’s billings 
can be lost on any account. 
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TO HAMMERMILL BOND!“ 


““OUR TYPISTS used to have a lot of “All that overtime cost us money. So 
trouble finishing by five because of the we decided to try Hammermill Bond. 
paper we were using. If I happened to Now our letters look cleaner and bright- 
find one little mistake in a letter, for er, and my secretary says this paper 
example, it usually meant it had to be erases so well she never has to stay 
retyped because the paper looked so after hours to do a job over. I’m glad 
messy after it was erased. we changed to Hammermill Bond.” 


See what a difference Hammermil! Bond will make in the appearance 4 
of your own letters... and in the efficiency of your office. Your typists 

will turn out neat finished work every time on this firm, glare-free 

paper. Send coupon today for FREE trial sheets of Hammermill Bond 

and test it yourself. We'll also include a sample book showing this 

fine paper in white and 14 pleasing colors. 


MMERA, 
we"sond -é 








For the name of a member of the Hammermill Guild \ 
of Printers, ready and willing to supply your print- \ 
ing needs on Hammermill Papers, call Western 
Union by number and ask for “Operator 25.” 


Hammermill Paper Company, 1467 East Lake Road, Erie, Pennsylvania 


Please send me—FREE—a sample packet of Hammermill Bond sheets and a sample book 


Name 





Position 





(Please attach to, or write on, your business letterhead ) 


LOOK FOR THE WATERMARK IT IS HAMMERMILL'S WORD OF HONOR TO THE PUB'IC 








THIS “EASY-TO-CHANGE” 


EVERLASTING ORGANIZATION CHART 


= ELIMINATES 
| Costly Re-drafting 























® Permits quick, eco- 
nomical replacement 
of names, 


@® Made in sizes to 
fit any organization 
structure. 


© May be photographed 
or photostated and 
reduced to any size 
print. 

















A PARTIAL LIST OF Satisfied users everywhere acclaim the utility of the 
PROMINENT USERS: EVERLASTING Interchangeable Chart. Anyone can 
New York Life Insurance Co. quickly make changes—of one card or an entire section! 
Socony Vacuum Oil Co. No re-drafting necessary. Transparent plastic windows hold 
Harris-Seybold Co. lettered cards showing departments, functions, and per- 
General Aniline & Film Corp. sonnel. Plastic strips form the rules. It’s that simple! 
Armour Research Foundation 4 vailable in several styles with either white, black, green 


Canadian Industries, Ltd. ‘ ‘ ‘ 
The Shawinigan Water or maroon backgrounds. Call or write for illustrations and 


& Power Co. quotations. 


MANAGEMENT CONTROL CHARTS CO. 2722,8; oYEtS ST. 








Heyer’ nous 
_ mula and Heyer Inks in os 
_ seven brilliant colors are correctly made 
~ to meet the requiremenis of your dupli- 
cating machine, regardless of make. 
Clearoscope, Lettering Guides, Styli and 
over 60 other supplies and accessories. 


Write for Complete Catalog 
Offered by Leading Dealers Everywhere © 


‘\S THE HEYER CORPORATION 
1860 South Kostner Avenue - Chicago 23, U.S. A. 





Move Helps 
Business 


(Continued from page 13) 


in designing the offices as originally 
planned. For illustration, satin- 


_ wood was to be used on walls in 


some executive offices. Satinwood 
comes from India, and it turned 
out that there was only one log 
of this wood in the United States, 
After numerous telephone alls, 
the log was located in West 
Virginia and was sent to Louisville, 
Kentucky, for finishing. 

The same sort of trouble was ex- 
perienced in getting teakwood for 
some of the offices. This wood, too, 
comes from India, and there were 
only a few logs in the country. But 
after some difficulty, the wood was 
obtained and used as planned. 

Southern Coal is using some sys- 
tems in its new Chicago offices that 
were so successful in Memphis. One 
of these is the order-handling set- 
up. The company is a wholesale 
distributor of coal and also sells 
heating stoves. When an order 
comes in, it starts at one desk and 
gradually works its way down to 
the other end of the room. By the 
time it gets to the end of the line 
and the necessary copies of the in- 
voice are made, the process is com- 
plete. There is no back-tracking of 
any phase of the work; when the 
order has passed through one de- 
partment, it never returns. The 
saving in time and effort, of course, 
is tremendous in the long run. 

The new offices are not air con- 
ditioned, because Architect Fred- 
rick figured there are only 11 days 
during Chicago’s summertime when 
air conditioning is really needed. 
It just so happened that South- 
ern Coal left its cool Memphis of- 
fices and arrived in Chicago dur- 
ing some of those 11 days—when 
the mercury hit 100 degrees. The 
temperature slowed things down 4 
little, of course. 

Opening offices in the center of 
coal-consuming areas has its ad- 
vantages, but company executives 
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can’t help seeing some things in 
comparison to offices in Memphis. 
Down in Tennessee, Southern Coal 
was only a few short blocks from 
the bank and post office, and it re- 
quired little effort to make de- 
posits and several mail pick-ups 
daily. In Chicago, however, things 
are complicated by distances and 
often by streams of traffic. 

There were many problems, of 
course, in training new employees 
after they had been hired. While 
training new workers, the men 
from Memphis naturally had less 
time to keep up with their own 
work. And so during the first few 
weeks, some work had to be done 
on Saturday and Sunday. The men 
who put in this overtime often had 
the urge to say, “Things were 
never like this in Memphis.” 

Executives have run into some 
personal complications too, many 
of them connected with housing 
difficulties. One man said he has no 


use for his car during the week | 
now, because he could never drive | 
from his home on the west side of 


the city and make decent time in 
the heavy traffic. He can’t find a 
garage for his car, and so it sits 
outside during the day. And public 
transportation, he has found, is no 
fun either. This is particularly 
true, since most commuter trains 
arrive at stations 2 or 3 miles from 
Southern Coal’s offices—thus re- 
quiring an additional bus or street- 
car ride. 

One Southern Coal executive, 
waiting for a bus one morning 
soon after arriving in the Windy 
City, stepped back to let the 
women get on first—as he had 
done in Memphis. Then before he 
could get aboard, the door was 
slammed in his face, and he had to 
wait for the next bus. He now 
pushes with the best of them. 

In spite of these problems, 
Southern Coal is now geared for 
increased business, more efficient 
operations in the office, and for re- 
ceiving customers in more pleasant 
surroundings. These advantages 
in the long run should make the 
disadvantages appear relatively 
unimportant. 
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“‘No more looking for the right stamp... 
or running out of the right stamps, and 
running down to the postoffice with a fistful 
of letters you have to buy stamps for, and 
stick on!...I always took more of a licking 
than I gave—with that glue! Foo! A postage 
meter prints the stamp I need . . . Just press 
the whatzis—and a first edition, every time! 


**No more slopping around with dirty 
sponges or pounding envelope flaps that 
won’t play dead. A meter seals as it stamps! 
No more keeping stamps in that tin box— 
and keeping office chiselers out of it. Now 
the postage is all under the hood, where 
the meter takes care of it—not me! 

“No more getting stuck getting out 
mail every night—almost willing to 


"Ots mage that makes sense to me /” 


marry the wrong guy to get away from it all! 
A postage meter is the working girl’s pal!... 
stamps and seals a flock of letters in a few 
minutes. The darn machine can even count! 

“It’s modern magic, the kind that makes 
sense to me!” 

Yes... we know you don’t put in a 
postage meter merely to please the girls in 
the office. But the convenience and efficiency 
in handling mail . . . the postage and transit 
time that metered mail saves. .. will make 
a meter a real economy in any size office. 
Pleasing the girls is a plus, and not a bad 
idea, either! 


Whuerner you mail few or many letters 


a day...call or write for illustrated booklet, 
“‘So You Have No Mailing Problems?” 


PITNEY-BOWES 


Postage Meter 


PITNEY - BOWES, Inc. 
2109 Pacific St., Stamford, Conn. 


Originators of the postage meter... largest 
makers of mailing machines . . . offices in 
93 cities in the U. 8. and Canada 
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PENDAFLEX® 


hanging folders 
Even in your own cabinets, 
Pendaflex hanging folders 
cut filing-and- nding time 
in half! Just empty the 9 
cabinet drawer, set the 7) 
Pandaflex frame in it, and © | 
hang the Pendaflex folders © @ 2X 
on the frame. Gone are 
slumping, sagging files. In- 
stead, every folder and its 
contents are so easy to find, 
you'll wonder how you 

ever managed without this great filing convenience! 
TODAY! Drop us a card for the name of 

nearest dealer! 


Oxford FILING SUPPLY CO., INC. 


Garden City, N. Y. 








ECORD 
DOES YOUR R 
STORAGE ROOM LOOK 
LIKE THIS? 











a> PREFAB WOOD SHELVING 
It can—with LIBERTY Prefab Wood Shelv- 
ing. No buying lumber—no hiring carpenters 
—anyone can set it up without the use of 
tools—and it is portable. LIBERTY Prefab 
Wood Shelving has an advantage over 
permanent carpenter built shelving in that 
it may be taken apart and set up in a new 
location in a few minutes. 

A unit contains 6 shelves 42” x 24” and 
stands 84” high with 12%” clearance be- 
tween shelves. Extension units available. 
Write today for New Catalog of 
Record Storage Products, Circular 
and Prices on Liberty Prefab Wood 
Shelving. 





FREE 
CATALOG 











BANKERS BOX COMPANY 


720 S. Dearborn Street, Chicago, Ill 











| gay-colored fabrics 





(Continued from page 17) 


of this program could go as high 
as $63,000 a year, but the savings 
could be virtually unlimited. 

Production complications in 
making belts, suspenders, garters, 
and jewelry at Hickok leave the 
field open for simplification. Treat- 
ing and finishing leather, for ex- 
ample, is a highly laborious and 
skilled process. The leather must 
be selected for grades and colors, 
and it must be sprayed with chemi- 
cals to keep it from cracking and 
wearing out. In making belts, more 
than 85 different grades and types 
of leather are used, and many of 
these naturally require different 
processing. 

Making suspenders is almost as 
complicated. Hickok now has 265 
different style numbers, ranging 
from the inexpensive Roy Rogers 
numbers for boys to the elastics in 
of peacock 
feather design. But a few years 


| ago there were 481 style numbers. 


The reduction was made in the 
Hickok brothers’ simplification 
program. 

Simplified operations have made 
it possible for one girl to turn out 
600 pairs of garters a day, and as 
many as 10,000 pairs of suspend- 
ers can be manufactured daily by 
the company. 

Hickok manufactures 125 dif- 
ferent types of hardware that are 
used on suspenders and garters, 
and here again are good possibili- 
ties for simplification. 

To develop new machines and 
test new ideas for doing things 
better, easier, and cheaper, Hickok 
set up a research laboratory in 
what was once one of the com- 
pany’s warehouses. The work is 
carried on under the direction of 
Alan Hickok, and some machines 
developed here are already in 
operation. 

Third point in the Hickok 
brothers’ program is deputation, 
and responsibility has been spread 
to everybody who works for the 











How Hickok Holds Sales Up 


company. The most dramatic form 
taken in the policy of deputizing, 
however, was the establishment 
early this year of a junior board 
of directors. Fourteen executives, 
all under 45 years of age, were ay- 
pointed directors of this board and 
given the task of furnishing ideas 
to the regular board, with cost- 
cutting and price-controlling ideas 
underscored. 

The board has been furnished 
with its own board room and mects 
regularly to discuss new probleis 
and ideas. One young executive 
termed the plan, “the Hickok plan 
of multiple management.” 

Ray Hickok described the board 
and its functions in this 
“Younger men especially must do 
independent thinking in _ business 
today. Top management can have 
absolutely no patience with ‘yes’ 


Way: 


men. As far as we are concerne<, 
members of the regular board of 
directors will welcome and serious- 
ly consider all recommendations 
unanimously agreed upon by thie 
junior board of directors. 

“Membership in the 
board will provide a 
ground for executives. It will help 
the members help themselves to ac- 
vancement and help us in selecting 
our future leaders. 

“The members will be empowered 
to investigate any phase of the 
business that they wish and to 
make a complete study of the en- 
tire operation of our organization. 
We are certain that with the type 
of men we have appointed we are 
bound to receive valuable sugges- 
tions that might otherwise ec 
overlooked.” 

The first project announced ly 
the junior board was an on-the- 
job training program for for- 
men and other key personnel. Thi 
training is expected to develop 
competent understudies for super- 
visory and executive positions. 

Two other projects were con- 
ceived by the junior board. One is 


junior 
training 
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a new inventory system for some 
raw materials used by the com- 
pany, and the other is a new and 
simpler method for handling sales 
of its products to employees. 

In addition to concentration, 
simplification, and deputation, the 
Hickok brothers are intensifying 
the company’s promotional activi- 
ties, backing products with definite 
selling ideas, increasing advertis- 
ing, and assisting retailers in every 
way to improve selling methods 
through sales clerk education. 

With all these ideas, Hickok 
hopes to keep the average belt size 
at 34. According to Ray Hickok, 
average belt sizes provide a barom- 
eter of business booms and busts. 
During apple-selling depression 
days, average belt sizes narrowed 
to 81; but the average has now 
blown to 34, and the Hickok 
brothers are trying to keep it that 
way. 





Better Light 


(Continued from page 28) 


The following recommendations 
establish approximate reflectances 
for good brightness ratios in the 
office environment : 

Ceilings 85 per cent 
Walls 60 ” 
Desk tops 35 ” 
Furniture 35 ” 
Floors 30 ” 

This recommendation for ceil- 
ings permits the use of white or 
offwhite, yellow, ivory, and cream 
tints, but precludes most green, 
blue, and more saturated colors. 
Acoustic tile and plaster have 
sound-absorbing holes or cavities 
which also absorb light. To com- 
pensate for the inherent light-ab- 
sorbing characteristics of these 
materials, highly reflective white 
finishes are usually necessary to 
meet the reflectances recommended. 
Ceilings reflecting from 75 to 85 
per cent of the light striking them 
are essential for good efficiency 
with indirect lighting. 
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Letters get Attention 
...get Results 


Your “Mr. Prospect” is likely to be an 
extremely busy man. His mail is heavy 
..-his time is limited. It is only natural 
that the usual form letters receive but 
a quick glance ... and a trip to the 
wastebasket. 

Not so with personalized Auto-typed 
letters. They are individually typed by 
automatic machine, completely personal, 
and command a busy man’s attention. 
An Auto-typed letter is segregated with 
your prospect’s regular business corre- 
spondence and will be acted upon. 

The cost of an Auto-typed letter is 
surprisingly low .. . averaging 2¢ to 3¢ 
a letter, depending on the length. Your 
typist manually types in the heading. 
Then merely by pushing a button, the 
Auto-typist takes over from there, 


There are five Auto- 

typist models, each de- 

signed to do a particular 

job. We would be pleased to furnish 
you with complete information. 


typing at a high sustained speed and 
without possibility of error. Yet the 
Auto-typist can stop automatically at 
any predetermined point for manual 
insertion of additional personalized data. 
Experience has proved that one ordi- 
nary typist operating Auto-type equip- 
ment can turn out as many as 500 
individually typed letters a day. 


Te Ieastto-ty ist 


50 YEARS’ EXPERIENCE IN MANUFACTURING PNEUMATIC EQUIPMENT 


Correspondence Clinic 





An analysis of your 
present correspond- 
ence practices and 
problems by ourstaff of 
experts may show you 
how you can save up 
to % in your present 
correspondence costs 
and also substantially 
increase the response 
to your letters and 
mailings. It is a service 
offered to you without 
cost or obligation. 


Dept. 310, 614 No. Carpenter St., Chicago 22, Ill. 


Please send me complete information on: 


0 “Getting Personal Gets Results The 
Auto-typist Way” (16-page booklet) 


0 Your Free “Correspondence Clinic” Service 


Name 





Firm 





Street 





City Zone___. State 





, an oe oe 
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FRIDEN 


model STW 






ANEW Ly automa cattulator 


DESIGNED FOR THOSE 
RESPONSIBLE FOR 
PRODUCING OR 
CHECKING FiGures . . . . - this New Fully Automatic Calculator 


provides a speed in obtaining answers 
and an ease of operation never before 
experienced by users of calculating 
machines. See this amazing Calculator... 
Try it on your own work... Learn how it s 
many new features will increase your 
figure-work production. Telephone your 


local Friden Representative. Arrange for a 





demonstration on your own work. 


j CALCULATING MACHINE CO., INC. 


HOME OFFICE AND PLANT © SAN LEANDRO, CALIFORNIA 
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Time Card 


(Continued from page 22) 








































On the card which each employee H ( 
takes to his machine is a lot of in- 
formation which doesn’t particu- 
larly interest him. But it’s of vital p; 
interest to the cost accounting de- 
partment which uses the cards to 
distribute costs. What does in- f 
terest him on the card is the time 
he starts, the time he stops, the 
number of pieces he makes, and 
how much per piece he is paid. The 
employee himself records on the 
‘ard the machine-counter figure at 
the beginning and end of the run. 

Putting down in his own hand- 
writing how many pieces he made 
seems to please the average Huff- 
man employee. On the card he 





doesn’t do extensions, but he may 





keep a notation of how much he 
earns each day. That was difficult 
to manage under the old system. 
All the factors which figure a day’s 
wage are now on the one Keysort 
card. 

When an employee is through 
with his job, he takes his card to 
the department timekeeper, has it 
rung out, and gets another. From 
the timekeeper the card goes to 
cost accounting, where its valuable 
cost figures are sorted out. From 
there it goes to payroll. That de- 
partment sorts for the employee's 
number, and transfers his pay 
figures to a Keysort summary 
card. The result is that payroll is 
ready to give each worker his pay 
promptly and accurately because 
the payroll work is done daily and 
the record is an accumulative one. 

Huffman’s questioning of the 
old-fashioned, front-entrance time 
clock line-up and the far-reaching 
results of its decision to abolish it 
are typical of what can happen 
when management constantly re- 
examines plant procedures. Hufi- 
man officials are pleased with their 
accurate and up-to-date method 
of distributing labor and material 
costs. 
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A personable young man recently was interviewed about a job by two 
different companies on the same day. He made a good impression at both 


vee How to Draw places, but was told by the first organization that he should stop back 


in- the following day. From all indications, ‘the young man was sure of the 
‘U- job. He went through his second interview, however, and was offered a 


ral Pros pective job. The work he would be doing at this company would be virtually the 


same as that at the first company, and prospects for the future seemed 
to to be about equal in both businesses. The man accepted the job on the 
n- l spot, however. The next day he admitted to the first company 
Emp oyees pot, howe -4 e next day he admi | € first mpany that he 
took the other job because he liked their newer offices and figured manage- 

he ment there must be more progressive. 

















The desk in the office of Executive Vice President C. S. 
Beesemyer, General Petroleum, is really a desk-table com- 
bination. One of the front ends is supported by two legs, 
leaving plenty of leg room, while the left portion of the 
unit is used for drawer space. Bookshelves line the wall 
back of the desk. Lighting for the desk is furnished by 
a square unit that is suspended from the ceiling. Windows 
and glass doors that open onto a terrace provide daylight 
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Robert L. Minckler, General Petroleum president, has an office with over- 
hanging desk, modern chairs and cabinets, paneled walls, and long draperies 


A receptionist greets visitors from this alcove (above) in the executive suite. 
Reception lobby (below) carries out theme of wood, glass, and aluminum 











FTER occupying its new build- 
ing in Los Angeles for a few 
months, General Petroleum Cor- 
poration of California is finding 
the structure as flexible and adapt- 
able as engineers declared it to be. 
Hauserman movable walls make 
‘it possible to enlarge or reduce the 
size of an office while employees are 
at their jobs. In the oil business 
where needs are always changing, 
such a feature can be very in- 
portant. Air-conditioning vents 
and controls are similarly flexible, 
and when the size of an office is 
changed, the air-conditioning sys- 
tem is not thrown out of kilter. 
These vents and controls are 
located every 7 feet, and when an 
office is large enough to contain 
several vents, all but the one re- 
quired are simply blocked off. 

The 13-story building houses the 
home office of the General Petro- 
leum Corporation, which produces, 
refines, and markets petroleum 
throughout the western United 
States. Three and one-half of the 
building’s floors are leased by 
about 45 other companies. The 
building was bought by the New 
York Life Insurance Company 
after being built by General Pe- 
troleum, and was then leased back 
by the latter. 

The structure contains 504,000 
square feet of space, and about 
100,000 feet is covered with 
carpeting. Lightweight suspended 
ceilings have Acousti-Celotex 
soundproof tile attached to them. 
Besides eliminating office noise, the 
ceiling tile permits repair of over- 
head wiring and air-conditioning 
outlets without disrupting office 
routine. 

A complete sound system (le- 
livers music throughout the build- 
ing, and radio programs or record- 
ings can be broadcast on the svys- 
tem. Company events can also be 
handled with the unit. 

Office rubbish is conveniently 
cleaned out of the building with a 
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rubbish collection chute and a rub- 
bish destructor. About 16,000 


pounds a day are disposed of in 


this manner. 

Size and complexity of the 
$11,000,000 building is reflected 
by the telephone switchboard which 
is called the best in the West. It 
provides enough equipment for a 
city of 10,000, and is a $250,000 
investment. There are 1,100 lines, 
and positions for 10 operators at 
the board. 

General Petroleum’s giant con- 
ference table is another example of 
the size of the structure. The table 
top measures 12 by 23 feet and 
had to be hoisted 150 feet in the 
air by a team of skilled riggers. 
Then it was pushed through a 
thirteenth-floor window. There was 
no other way of getting the 1,500- 
pound table top into the building. 
The huge table will seat 50 per- 
sons and will be used for executive 
conferences. 

In such a large building, many 
steps could be wasted unless some 
fast transportation system was 
used. There are elevators, of 
course, and the operators are as- 
sisted by automatic controls which 
speed things along. In addition to 
the elevators, however, a 500- 
pound capacity dumb-waiter is 
available for distribution of mail, 
messages, and_ teletypes, thus 
eliminating interfloor trips by 
messengers. 

Rest rooms are designed so that 
all equipment, fixtures, and par- 
titions are suspended from the 
ceilings or walls, providing com- 
plete and easy access to the tile 
floors for cleaning. 

There are more than 1,000 of- 
fices in the building—all in a soft 
and pleasing gray. Executive of- 
fices are carpeted, and furniture in 
some of them is custom-made. Red 
birch is used extensively; for ex- 
ample, the 1,500 doors in the build- 
ing are of birch veneer, but no 2 
are alike. The doors’ changing and 
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natural patterns provide a con- 
trast to the solid colors of the cor- 
ridors and office interiors. 

In some of these 1,000 offices 
are prefabricated cabinets that 
contain washstand, mirror, medi- 
cine cabinet, and coat rack. The 
cabinets can be moved from place 
to place without replastering. 
Plumbing hooks into pipes con- 
cealed in vertical columns adjacent 
to interior walls. 

In constructing the building, 
General Petroleum saved money in 
several ways. The over-all weight 
of the structure was trimmed by 
13,000 tons. Using one type of 
concrete instead of an ordinary 
type saved some tonnage; using 
hollow walls of rockite saved some 
more; employing a_ different 
method of fireproofing in one in- 
stance, and using different ceilings 
saved With 
these tons saved, a lighter steel 
framework was possible, and so 
the weight was again reduced. 

Another idea that has helped 
cut costs of the new building is a 


additional weight. 


series of 59 vertical aluminum fins 
which shade 1,600-odd windows. 


The fins are so integrated into the 
design of the structure that a 
casual observer would think they 
were for decorative purposes only. 
About 190,000 pounds of alumi- 
num were used in the fabrication 
of the fins, which save an estimated 
100 tons of refrigeration capacity. 
In addition to the beautiful new 
General Petroleum building, the 
company has a new garage that 
has been termed a “one-story build- 
ing six stories high.” It consists of 
a single 60-foot-wide spiral ramp 
which winds upward from basement 
to roof. More than 450 cars can 
be parked on the ramp. This 
$1,000,000 garage is 2 blocks 
from the new general offices. 
When the new building was for- 
popularity 
queens were there to represent the 
6,000 employees of General Pe- 
troleum. The girls were elected by 


mally dedicated, 7 


votes of their fellow employees, and 
popularity was the sole basis of the 
contest. Flown in by air, the queens 
had various tours and shows to 
take part in, and they visited a 
Hollywood studio as guests of 
Ann Blyth. 


The board of directors’ room, with its massive 1,500-pound redwood table 
top, opens onto a small terrace and is adjacent to the office of the president 
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The formation of a national society of personnel directors has caused a good deal 
of introspection within the profession. What makes a good personnel executive? 
What sort of an education should he have? What experience? What qualifications? 





Is Industrial Relations a Profession? 


HE Dartnell Corporation is compiling 

a “Who’s Who” in industrial relations 
to be included in a yearbook due for 
publication around the first of the year. 

Combing the candidates has been long, 
hard work, but very interesting. The 
variety of backgrounds in personnel work 
probably is without parallel among the 
professions. This, of course, is the thing 
that the new American Society of Per- 
sonnel Directors wants to remedy. The 
over-all standard of personnel adminis- 
tration probably never will be very high 
until some sort of pattern of education 
and experience is set up. 

Such a pattern should be elastic, but 
it is evident that personnel people can’t 
expect it to evolve from the present 
situation. It will have te be prescribed 
and applied, much in the same way as 
the American Medical Association or bar 
associations have set and enforced their 
standards, 

A look at our list of “Who’s Who” can- 
didates will convince anyone that it is 
the little companies who suffer from this 
failure to establish personnel standards. 
Most of the personnel executives in big 
companies are able and well trained. 
They sport a list of degrees and other 
qualifications as long as your arm. The 
outstanding ones are still learning. Even 
with a master’s, doctor’s, or LL. B.’s de- 
gree they still go to school at Harvard, 
Yale, Michigan, Chicago, M.I.T., or any 
of the many labor-management cen- 
ters which are doing outstanding work 
for industrial relations executives. They 
not only belong to several professional 
societies, but they are also officers and 
take an active part in the functions of 
those societies. They never stop learning 
from the other guy. 

There are a few top personnel execu- 
tives who don’t belong to any group, 
who haven’t gone to school for 20 years, 
and who have found a nice comfortable 
retreat about 20 miles from their work, 
their community, and their fellow per- 
sonnel workers. They have made a little 
knowledge go a long way. One wonders 
how their programs stack up with those 
established by personnel men who are 
always looking for a better way. 

Back to the small plants. Some time 
ago, Arthur O. England and Henry 
Laurent, Jr., made a survey of personnel 
practices in small plants, which we pub- 


October 1949 





Number of College 
Employees Education 
2,000 No 
1,500 No 

700 Yes 
200 Extension 
100,000 Yes 
250 Yes 
350 Yes 
2,000 No 
2,000 Yes 
100,000 Yes 
500 No 
1,500 Yes 
100 No 
700 No 
7,000 Yes 
350 Yes 
500 No 
5,000 No 
250 No 
12,000 Yes 
3,000 Yes 
450 No 
2,500 Yes 
150 No 
6,000 Yes 





BACKGROUNDS OF PERSONNEL EXECUTIVES" 


*This chart admittedly is a small sample, but it tells an interesting story. 
Of the 25 personnel executives represented above, 44 per cent have had no 
higher education of any kind; 52 per cent belong to no personnel societies; 
and 56 per cent have had no previous experience in personnel work. This 
is not a select list. It represents the first 25 executives in alphabetical 
order from a list representing a large industrial state. 


Belong to Personnel 
Societies Background 
Yes Yes 
No Yes 
No Yes 
Yes Yes 
No No 
No No 
No Yes 
Yes Yes 
Yes No 
No No 
Yes No 
Yes Yes 
Yes No 
Yes No 
No No 
Yes Yes 
No No 
No No 
No No 
Yes Yes 
No Yes 
No No 
No No 
Yes No 
Yes Yes 











lished. It showed that top management 
in most small plants just doesn’t give a 
damn about employee relations. It will 
promote almost anybody to the position 
of personnel director. One can’t blame 
a file clerk who has been made personnel 
director for doing a poor job with em- 
ployees. It is top management's fault for 
selecting such a man. 

Without naming any names, let’s take 
a look at the qualifications of a group 
of personnel directors in small plants 
selected at random: Here is one who is 
responsible for over-all administration of 


a program for 125 employees in a 
unionized manufacturing plant. He has 
no college education. He was a cost 
accountant and bank teller before he 
was appointed personnel director. In 
addition to his personnel duties, he is 
purchasing agent for the company. 

In a little larger plant (750 em- 
ployees), the personnel manager has no 
formal education, and his only experi- 
ence for the job was obtained as an in- 
fantry captain in the last war. 

A little off the beam, but just to show 
that big companies are not always too 
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How to Get MORE 
Employee 
Suggestions 


Making a suggestion system pro- 
duce results is a job of selling. 
All the rules of advertising and 
salesmanship work for you ex- 
actly as they do for yourcom- 
pany’s regular sales department. 
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That’s why the forceful and dig- 
nified posters created by us are 
doing such a splendid jobin every 
kind of plant all over the U.S. 
These displays are designed and 
written by mén whose specialty is 
selling by print and pictures. 





You’ll recognize the superior 
pulling power of Personnel post- 
ers when you seethe high quality 
art and typography andthe variety 
of color. We’ll be glad to send 
samples and prices without charge 
or obligation. Send for them now. 


COMPANY 


201 N. WELLS STREET CHICAGO 6, Itt 














fussy, there is the director of labor re- 
lations for a company with over 5,000 
employees whose whole education and 
experience is in the field of chemistry. 

Another personnel director for a plant 
with 500 employees gained his experience 
as a florist, sales engineer, and super- 
visor for 2 years. He has taken no 
courses in personnel relations by exten- 
sion or any other way. He doesn’t belong 
to a single personnel group. 

The sole experience of still another 
personnel executive is 22 years of selling 
automobiles. He is responsible for almost 
300 employees. He doesn’t belong to any 
personnel group, nor has he taken any 
courses in personnel relations. 

In a plant with 1,000 employees, the 
personnel manager’s only qualification is 
his experience as a pilot during the last 
war. No education, no previous experi- 
ence in the field. 

Just one more example, to give our 
readers the feel of the thing. A person- 
nel director for a casting company with 
400 employees worked his way up as 
salesman, bank cashier, timekeeper, lathe 
hand, and messenger boy—or vice versa. 

Now we are not trying to do what 
Bernard DeVoto accuses the New Yorker 
of doing—setting up straw men and then 
knocking them down with a club of 
superiority. We don’t doubt that all the 
men described above are fine men—just 
as good as we are—but we do maintain 
that they aren’t qualified to perform the 
work to which they have been assigned. 
Oh, certainly, a few are bound to have 
the knack of getting along with people 
and so can stumble through the job in 
a small plant. But even with this un- 
conscious gift, just think what these 
small companies are missing in terms of 
productivity and morale through up-to- 
date personnel methods. 

On the balance side of the ledger are 
such men as Harold John Workman, per- 
sonnel director of Campbell, Wyant & 
Cannon Foundry Company, Muskegon, 
Michigan. Workman came up the hard 
way, but during the course of his rise 
he served 15 years in all phases of per- 
sonnel work. He wasn’t fortunate enough 
to be able to go to college, but he has 
taken courses by extension from Michi- 
gan State College and the University of 
Michigan. He belongs to the American 
Management Association and the Ameri- 
can Society for Engineering Education. 

Warren Edward Milner, AC Spark 
Plug Division, General Motors Corpora- 
tion, is responsible for over-all adminis- 
tration of program for 8,000 employees. 
He has served as time-study supervisor, 
general foreman, employment supervisor, 
and labor relations supervisor before be- 
coming director of industrial relations. 

John James McBride, supervisor of 
industrial relations, Clark Equipment 
Company, Buchanan, Michigan, is re- 
sponsible for 6,500 employees. He earned 
his master’s and doctor’s degrees at 
Loyola University, Chicago, and _ his 
bachelor’s degree at De Kalb Teachers. 
He has served as labor-relations man- 
ager, research director for a union, in 
the industrial relations department of 
Sears, Roebuck & Company, counselor 
for the handicapped in the Illinois De- 








A FEW OUTSTANDING 
PERSONNEL COURSES 


Alabama Polytechnic Institute, 
Auburn, Alabama 


School of engineering, curricu- 
lum in industrial management. 
Four-year course, includes per- 
sonnel administration, indus- 
trial relations, safety engineer- 
ing, time and motion study, 
labor problems, labor legisla- 
tion, office management, and 
emphasis on human relations. 
Department of economics and 
business administration courses 
in industrial relations, labor 
problems, personnel adminis- 
tration, labor legislation. Stu- 
dent can earn a B. S. in business 
administration, with a major in 
industrial relations. 


Bowling Green State University, 
Bowling Green, Ohio 


College of business administra- 
tion offers courses in industrial 
organization and management, 
personnel management, prob- 
lems in industrial management, 
labor problems, labor legisla- 
tion, arbitration and mediation, 
labor-management relations, 
wage theories and wage policies, 
and social security. 


Buffalo, The University of, 
Buffalo, New York 


School of business administra- 
tion, department of industrial 
relations, offers master’s and 
bachelor’s degrees with a major 
in industrial relations or indus- 
trial psychology. Courses in- 
clude labor problems, labor poli- 
cies of business companies, per- 
sonnel administration, wage ad- 
ministration, time study, col- 
lective bargaining, labor legisla- 
tion, history and development 
of unions, mediation, two semi- 
nars on industrial relations and 
personnel problems for gradu- 
ates, psychology applied in in- 
dustrial relations, employee 
counseling, and labor-manage- 
ment relationships. 


California, University ‘of, 
Berkeley 4, California 


Institute of Industrial Rela- 
tions: (1) Research in industrial 
relations; (2) teaching indus- 
trial relations courses both on 
campus and through extension; 
(3) community relations pro- 
gram through industrial rela- 
tions institutes, extension 
classes, etc. Staff of Institute 
drawn from many departments 
of the university. Courses offered 
include industrial relations, re- 
search methods in psychology, 
community and modern indus- 
try, social welfare research, col- 
lective bargaining, opinions, be- 
liefs and attitudes, social psy- 
chology, personnel administra- 
tion, seminar in industrial rela- 
tions, propaganda, the city, and 
social research. 
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partment of Labor, and teacher of in- 
dustrial relations courses in two uni- 
yersities before being appointed to his 
present position. He belongs to the 
American Society for Personnel Adminis- 
tration and A. M. A. 

We have mentioned only Michigan men 
because the Michigan folder was at hand. 

It is interesting to note that the real 
push for professional status in the per- 
sonnel field is coming from a group of 
capable but unheard-of personnel execu- 
tives who are doing a bang-up job in 
their own plants, and who want to im- 
prove themselves as well as the whole 
profession. Not many of the big wheels 
in the personnel field, outside of Law- 
rence Appley and a few others, are doing 


much to improve over-all personnel 
standards. 
Certainly, top management should 


share much of the blame for the state 
of industrial relations today. As is indi- 
cated by the chart back on the first page 
of this section, a great many personnel 
executives are hired in spite of the fact 
that they have neither experience nor 
background in the work. Top manage- 
ments in small- and medium-sized plants 
are the greatest offenders, but we ran 
into a good many personnel directors of 





plants with several thousand employees 
who had absolutely no training for their 
jobs. In spite of this, these people indi- 
cated that they were responsible for such 
important jobs as testing, human rela- 
tions, and training. 

Those who are fortunate enough to 
read Arthur Daley in the New York 
Times every day will remember his story 
about the fourth-string quarterback who 
was rushed into the game during the 
last quarter of a one-sided game. The 
big-hearted coach, about 40 points ahead, 
gave the anxious rookie some last-minute 
instructions: “Don’t score,” were the 
orders. “Kick on first down!” 

But on the first play, the outclassed 
enemy fumbled on the goal line. The 
fourth-string quarterback remembered 
his instructions. He punted beautifully— 
over the end seats and out of the 
stadium. 

This story reminds us of what happens 
to the personnel executive who has no 
background, no experience, and relies on 
top management to coach him from the 
bench. Who suffers when the quarterback 
personnel executive punts at the wrong 
time? Why everyone, including his com- 
pany, its employees, and indirectly the 
whole profession.— Walter B. Lovelace 


A Letter From Switzerland 


The following is an excerpt from a 
letter written by J. L. Tugman, of the 
General Electric Corporation, while at- 
tending the International Labor Organi- 
zation Conference in Geneva, Switzerland. 
Tugman tagged along with his wife, who 
is an outstanding personnel executive in 
her own right and a member of several 
ILO committees. His views are those of 
a voluntary observer who was interested 
enough to attend meetings when he could 
have been out climbing the Matterhorn: 


“After more than 3 weeks in Switzer- 
land, most of it in and around the Palais 
des Nations, we are anticipating the 
close of the International Labor Or- 
ganization Conference. It has been a very 
absorbing thing to watch this phase of 
international affairs operating. ILO is 
the oldest continuous body working for 
improved communications and standards 
supplementing diplomatic exchanges. 

“Mrs. Tugman has been assigned 
formally to two committees, and she has 
worked informally in two others. Vo- 
cational training and fee charging em- 
ployment agencies were her two regular 
committee assignments. 

“With so much of the world outside 
the U. S. committed to various degrees 
of socialism often of a doctrinaire sort, 
the character of debate and even the 
shape of issue often seems strange to 
the U. S. mind. Then, too, it seems to 
me that the U. S. employer group here 
is in general far more liberal than its 
counterpart from other nations. Our 
labor, government, and employer repre- 
sentatives get together for social meet- 
ings without the sharp distinction of 
class or position which divides represent- 
atives from other countries. 
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“Looking at the way management and 
labor over here are set into opposing 
armies, based on class division, one be- 
gins to understand the hold that socialism 
has gained on Europe. The differences 
among the U. S. groups are not serious. 
In fact, the differences aren’t often along 
class lines. They usually are intellectual 
and have little to do with whether a man 
is a management or labor representative. 

“On the other hand, the people repre- 
senting European nations, because of the 
class divisions, have developed their pro’s 
and con’s so far into philosophy and 
theory that the substance of the issues 
disappears while the discussion rambles 
on endlessly. 

“The other day in a session of the 
vocational guidance committee, a French- 
man was pleading for universal voca- 
tional training. That is to say, he wanted 
human beings, from the time they were 
born, to receive training, guidance and 
counsel in all contingencies of human ex- 
perience. After the proposition had been 
tossed around in French, Spanish, Chi- 
nese, and Arabic, a British employer 
asked the Frenchman what course he 
would recommend for a young girl who 
wanted to be a mother. A British labor 
representative sized up the humor of the 
situation and stepped in before the be- 
wildered Frenchman could say a thing, 
to recite the following (only it rhymed 
when he said it): 

“You can teach her to talk; you can 
teach her to walk; but you cannot teach 
her to love, thank God!’ 

“In verse it seemed wonderfully apro- 
pos, but the poor interpreters couldn’t 
do a thing with it for the non-English 
attending the meeting.” 














Plan now for 

fall and winter 
cold protection— 
reduce absenteeism 


with a Columbia 
Glyco-Master 


One of the latest scientific devel- 
opments in the control and elimi- 
nation of colds and air-borne in- 
fections is Glyco-Cide. This new 
product is dispensed into the air 
in vapor form by the Columbia 
Glyco-Master and contains 90% 
Triethylene Glycol. It has been 
known to eliminate virtually all air- 
borne bacteria and viruses in 
tests—many times showing counts 
of 99% killed. 


The ability of Glycol vapors to 
penetrate all areas—closets, cloak 
rooms, files, even desk drawers— 
makes it the surest protection one 
can find. 


This coming fall and winter make 
sure of good attendance records 
by protecting your employees from 
colds with a Columbia Glyco-Master 
dispensing Glyco-Cide. 


There are three distinct units in 
the portable line, treating up to 
approximately 10,000 cubic feet to 
50,000 cubic feet of air per hour. 
Plus two new units that fit into 
your air conditioning, ventilating 
or heating systems. 


Write today for complete information. 





The Glyco-Master, Sr. 
large industrial model, 
treats up to approxi- 
mately 50,000 cu. ft. of 
air per hour. 


Columbia Chemical Co., Inc. 


154 East Erie Street Chicago 11, Ill. 
SUperior 7-5819 

















For Better Employee 
Relations 


Safety and Service Award Em- 
blems help maintain a 
oodwill and cooperation needed 
in the current competitive era. 


Metal Arts emblems are of finest 
quality and attractively priced. 
Let us suggest a distinctive de- 
sign for your company. 


Also Identification Badges, Plaques, 
Athletic Medals, Trophies, ete. 


Write for New Catalog! 


METAL ARTS CO., Inc. 


Rochester 5, N. Y. 


Dept. 15 
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New Names 
For Your Mailing List 


Your mailing list is the backbone of 
your business. Be sure it includes ALL 
the good names you can find. Here is a 
source book that tells you where to 
find them; where to get exclusive lists, 
directories, buyers’ guides, rosters and 
other references which will help keep 
your lists up to date and profitable. 


Dartnell’s Directory of 
Mailing List Sources 


Gives the break-down of types of names, 
eount, date of issue, 
mame and address of 
the source, price, ete. e 
150 pages of useful 

on approval 





ili list infor i 


The Dartnell Corporation 


Publishers 
4660 Ravenswood Ave., Chicago 40, Ill. 








Rem-Rand Streamlines 


Sales and Service 


XECUTIVE Vice President 

A. R. Rumbles of Remington 
Rand, recently announced the ap- 
pointment of A. N. Seares as vice 
president and director of general 
sales and service operations. 

Mr. Seares, for some years vice 
president in charge of the com- 
pany’s Systems Division, joined 
the company as a salesman and has 
earned 
climb to this new responsibility. 

Along with Mr. Seares’ appoint- 
ment comes announcement of a 
rather far-reaching reorganization 
plan, designed to streamline the 
entire sales and service organiza- 


rapid promotion in_ his 


tion and to insure better service. 

In place of seven former divi- 
sions the new organization plan 
‘alls for only three divisions to 
conform with the related products, 
services, and markets of each 
division. 

The first division is Manage- 
ment Controls; this division will 
handle sales and service on ac- 
counting machines, photo records, 
tabulating machines, and systems, 
the uses of which are closely 
related. 

Business Machines and Supply 
Division will sell and service adding 
machines, calculating machines, 
typewriters, and supplies. As is 
well known, accounting, calculat- 
ing, and adding machines were once 
separate divisions. Now, under the 
new plan, adding and calculating 
machines will be sold by one divi- 
sion and accounting machines will 
be sold by another. Reason for this 
reveals some of the major thinking 
behind the new streamlined sales 
plan of Remington Rand. The 
company seeks to set up an organi- 
zation based upon the needs of the 
customer and the use the customer 
makes of each type of equipment. 
Old method was to build a division 
around the equipment itself rather 
than its function. 

Typewriters, simple adding ma- 
chines, and calculators may be pur- 





chased and put to work by the cus- 
tomer without requiring a major 
change in accounting or system 
procedures; whereas the purchase 
of a large accounting or bookkeep- 
ing machine may call for revision 
of methods and systems in several 
departments. Under the new plan, 
the Remington Rand 
who sells an accounting machine 


salesman 


may also sell and service other 
necessary equipment needed to in- 
sure the fullest use of the account- 
ing machine. 

The third of the new divisions is 
the Dealer Service Division which 
will handle sales and servicing of 
portable typewriters, Victor Safe 
and Equipment 
Flight adding machines, and sup- 


products, Top 


plies to dealers. 

S. H. Ensinger, for many years 
in charge of Remington Rand ad- 
vertising, will continue as_ vice 
president in charge of the adver- 
tising department, but he is re- 
organizing it to dovetail with thie 
many changes made in adopting 
the new plan. 

Six committees will guide sales 
activities. The general sales man- 
agers will function as chairmen of 
the product development commit- 
tees, each manager working with 
the division engineering depart- 
ment. Mr. Seares_ will 
chairman of the sales planning 


serve is 


committee and the advertising and 
sales promotion committee. He will 
work with general sales managers 
and a subcommittee of division 
sales managers. 

J. A. Grundy and G. W. Fotis 
will have charge of the merged 
sales promotion departments, with 
Mr. Grundy as promotion man- 
ager of the Management Controls 
Division, and Mr. Fotis as sales 
promotion manager of the Business 
Machines and Supplies Division. 

Aim of the new organization is 
to live up to a working motio 
coined by management; it is “our 
planned teamwork organization.” 
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A SYSTEMS ...EUIPMENT 





Earl Wilson, Broadway columnist, has figured out ways to make everything simpler 
from dressing faster to answering correspondence while en route to his appoint- 
ments. He saves 24 hours a week, giving him an ‘8-day week.’’ Office managers can 
simplify department paper work by using time- and labor-saving, new equipment 








Machine Makes Exact 
Duplicates of Forms 


AMONG the new machines to be intro- 
duced by Charles Bruning Company, Inc., 
at the 1949 National Business Show is 
the Bruning Whiteprinter Model 50. 
Without special training any operator 
can produce 10,000 square feet of BW 
prints in an 8-hour day. BW prints are 
exact positive duplicates of anything 
drawn, typed, printed, or written on 
translucent paper or cloth. The Bruning 
Office Copying System reproduces _in- 
voices, bills of lading, and other office 
forms by using combined forms without 
transcribing anything by hand or on the 
typewriter. 
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Wood-Grained Paneling 
Handsome, Durable 


WALL paneling that is decorative, dur- 
able, economical, and easy to clean is 
announced by Service Products Division, 
Woodall Industries, Inc. Lamidall boasts 
a tough plastic surface and tempered 
Masonite Presdwood base. In various 
colors and patterns, the paneling resists 
heat and moisture. Without costly prepa- 
ration Lamidall can be nailed’ or 
cemented to existing walls. The paneling 
can lift the face of a tired reception 
room, it can bring new dignity to an 
old-fashioned office. 


Small Ballpoint Pen 
Convenient to Use 


A SMALL ballpoint pen has been added 
to the line of the Fineline. Division of 
the W. A. Sheaffer Pen Company. Though 
the new Smoothie is small it has a full- 
size Micro-Crafted replaceable unit for 
good performance. Besides being conven- 
ient to use, the pen is handy to carry in 
pocket or purse. Priced at $1.50, the 
Smoothie comes in green, gray, aqua, 
coral, and rose. 








Office Typewriter in 
Personal Size 


REMINGTON Rand _ surveyed type- 
writer users and found what they wanted 
was an all-new typewriter in a personal 
size which would have all the features 
of a modern office typewriter. The “All- 
New Personal” typewriter is the result. 
Exclusive features are a simple semi- 
automatic ribbon changer, finger-fitted 
keys, larger platen with greater paper- 
gripping facility. Priced at $79.50, which 
includes carrying case, the new portable 
costs $10.00 less than the previous model. 
For an additional $5.00, the buyer can 
have a “Miracle” tabulator. This tabu- 
lator sets and clears tabulator stops 
from the keyboard with only one key. 
The machine has many other features. 
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for more effectiveness... 
in cutting inventory costs 
Increasing inventory efficiency 
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Republic Supply Co. of 
California chooses 


POSTINDEX! 


@ When Republic Supply Company of | 
California, recently found it necessary to install | 
a more efficient and accurate perpetual inven- 
tory system—they selected Postindex. Almost 
immediately stock posting time on the more 
than 30,000 items they handle was greatly 
reduced—and needed floor space—taken up by 
the old system—was released for other oper- 
ations. New Postindex perpetual inventory 
system helped this Company cut costs—increase 
accuracy and efficiency—reduce manhours 
needed to operate the system. 


Whether it concerns inventory, production, 
sales, purchasing or personnel —Postindex 





Visible Files can bring you new savings in 
time, money and manhours. Postindex is 
designed to speed the handling and processing | 
of records—and to provide an up-to-the-minute 
picture of every department of your business. 
WRITE TODAY—for more information on 
POSTINDEX methods and equipment. Specify 
whether you are especially interested in book- 
lets and sample forms for Production, Person- 
nel, Sales or Purchasing records and controls. 
Send your request to POSTINDEX Division, 
Art Metal Construction Co., Jamestown, N. Y. 


POSTINDEX 


VISIBLE FILES 





A Product of 
ART METAL CONSTRUCTION COMPANY 


Monufacturers 
of the World 
Famous Metal 
Business 
Equipment 








Extra Folding Chairs 
For Meetings 


IN these days of impromptu meetings, 
open houses, and sales rallies, a supply 
of folding chairs comes in handy. Royal 
Metal Manufacturing Company offers a 
new line of low-price metal folding chairs 
that will solve the meeting problem for 
you. Model 653 pictured is all metal with 
a one-piece, saddle-shaped steel seat. 
Other models have Masonite, upholstered, 
or Flex-spring seats. Office-gray oven- 
baked enamel is the standard finish on 
these sturdy, comfortable chairs. Storage 
is easy and space-saving—back legs tele- 
scope, and chairs can be stacked away. 





Calculator Banishes 
Operator Fatigue 


WITH a score of “ultra-matic” features 
a new calculator makes its debut. The 
machine offers completely automatic ad- 
dition, subtraction, division, and multi- 
plication. This automatic operation can 
reduce costs in handling payrolls, inven- 
tories, invoices, tax computations, etc. 
Object of the new Friden ST-W is that 
the calculator does the work instead of 
the operator. Friden Calculating Machine 
Company, Inc., is exhibiting the new 
calculator in its 250 offices throughout 
the country. This calculator can aid in 
reducing the costs in handling invoices, 
inventories, payrolls, tax computations, 
as well as problems in engineering, 
accountancy, statistics, and other figure 
work. 








New Forms Holder for 
On-the-Spot Records 


A NEW line of forms holders accom- 
modates retail slips and large business 
forms equally well. Most models are 
pocket size but even the large ones can 
be carried easily, as they are made of 
aluminum. Forms may be _loose-leaf, 
bound in book form, or the one-time 
carbon type. The purpose of the Slip Pak 
is to make it easy to record any trans- 
action right where the user is when it 
takes place. The National Cash Register 
Company’s holder has a sliding lid which 
can be extended as a hand rest. Better 
writing is assured and carbon copies are 
easier to read. The Slip Pak can be 
reloaded in less than 10 seconds. No 
special forms are necessary. Large 
models serve as enclosed clipboards. 





Convenient Depository 
For Customers 


A SAFE means of bill payment after 
hours is provided by Cramer’s Safe & 
Office Equipment Company’s new (le- 
pository. Most banks and utilities have 
night depositories, but many stores couli| 
gain good will—and prompter payments 
—by installing an after-hours depository. 
Cramer’s Model 80 is conveniently ar- 
ranged to hold envelopes which the cus- 
tomer uses to enclose his bill and pay- 
ment. Then he drops the envelope into 
the chute at the top. This chute goes 
directly to a safe. Present safes can be 
adapted or Cramer’s can supply one. The 
outside is made to harmonize with all 
types of structures; the inside is jam- 
proof and “fish-proof.” 
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It’s inventory trouble that makes 
the General Manager the Target 
for Today. 

If his curve of inventory invest- 
ment is rising in ratio to his other 
assets, carrying charges can out- 
flank his capital position. Yet he 
can’t afford to lose orders with too 
thin an inventory. 

McBee Keysort tells a General 
Manager daily . . . at less cost than 
any other method: 

1. What is and isn’t being sold. 

2. What is on hand... and how 

long it’s been there. 


The big guns are levelled at general managers 


3. What must be bought or made 
..and when, 


Sales planning is sharpened with 
McBee Keysort because orders and 
sales pressure can be coordinated 
with an inventory maintained in 
proper ratio to shifting demands. 

Production planning is tightened 
up all down the line with McBee 
Keysort because materials, man- 
power and machine requirements 
can be kept in balance...inventory 
risks are at a minimum... and cus- 
tomer deliveries can be made on 
promised dates. 


Only accurate facts on a General 
Manager’s desk daily can reduce 
the risks in his Most Dangerous 
Asset... inventory. 


McBee provides those facts with 
simple, inexpensive, flexible ma- 
chines and methods that executives 
in every kind of business are using 
to save their companies’ money 
and their own nerves. 

That’s why McBee sales have 
multiplied sixfold in just a few 
short years. 


There’s a McBee man near you. 
Ask him to drop in. Or write us. 
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to collect a wealth of data... 
it... firidit...useit.. 





DAY 


This is the magic McBee Keysort card. 


With your present personnel, without costly in- 
stallations, McBee. Keysort provides you with 
accurate and useful management controls at 
less cost than any other system. When notched, 
the pre-coded holes along the edges make this 
card mechanically articulate. They make it easy 
classify it... 
- quickly and accurately. 


file 


THE McBEE COMPANY 





Sole Manufacturer of Keysort — The Marginally Punched Card 
295 Madison Avenue, New York 17, N. Y. Offices in principal cities 
The McBee Company, Ltd., 310 Spadina Ave:, 
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(Continued from page 20) 


Eliminates Jobs?”—an ad explain- 
ing how employee productivity 
helps to keep the selling price of 
McBee products down; “Manage- 
ment in Action”—an ad describing 
management’s responsibility to em- 
and stock- 





ployees, customers, 
holders ; “Production Is People”— 
an ad debunking the idea that 
modern technology has wiped out 
employee  skills—a_ tribute to 
McBee’s skilled employees; “One 
Key to Athens’ Prosperity”—an 
ad describing McBee’s famous 
Keysort Card and how it is used all 
over the world in all sorts of 
businesses. 

These, of course, are only a 
few of the subjects covered. There 
are others covering good house- 
keeping in the plant, McBee’s pay- 
roll and what it means to the com- 
munity, McBee’s foremen, the 
machinery used in making McBee 
products, the importance of ad- 
vertising to McBee’s and Athens’ 
prosperity, how McBee salesmen 
are trained and paid, the employee 
suggestion system, and the history 
of McBee’s growth. 

All the ads follow the same gen- 
eral format with an eye-catching 
illustration at the top and a mini- 
mum of copy written in friendly 
conversational style, cracking wise 
here and there, deadly serious when 
necessary, but always to the point. 
One of the best was the one about 
McBee salesmen, entitled, “Athens 
Ambassadors of Goodwill.” Here 
is the copy: 

A famous American publisher says: 
“Nothing happens until someone sells 
something !” 

There is a group of 150 men who are 
mighty important to this community but 
who few people in Athens know. They 
are the members of The McBee Com- 
pany sales force. On them depends the 
size of our payroll—a matter of impor- 


tance to everyone in Athens. 


They're an interesting group. Each 


has been carefully selected, for to sell 
McBee products and methods calls not 
only for native selling ability, but special 
technical training and talent. 

graduates of The McBee 


Most are 
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“Selling” a Big Plant to Its Neighbors 


Technical Training School on South Col- 
lege Street. You'll often see older, 
mature men coming and going from the 
Technical School, for a McBee man’s 
schooling never ends. As long as he rep- 
resents McBee, he must come back to 
Athens at regular intervals for refresher 
courses to keep abreast of new develop- 
ments. He must constantly study mate- 
rials sent through the mails by the com- 
pany educational department. 

A McBee salesman is paid exactly 
what he earns—a percentage of his sales. 
He receives no guaranteed salary; pays 
his own travel and living expenses while 
away from home. The company makes an 
exception in the case of young salesmen 
getting started. During training and for 
awhile thereafter, they are paid enough 
to permit them to live properly. Once 
established, they are on their own. 

Their work is hard, exacting, interest- 
ing. Their time is their own in that they 
do not ring a time clock but spend their 
days calling on customers. They spend a 
considerable part of their evenings, too, 
at work, planning procedures to help 
solve the problems of industry. 

Every wheel turns at McBee because 
of the effort of some salesman. McBee 
has competitors. Whether the payroll 
created by orders comes to Athens or 
some other town depends on the ag- 
gressiveness, training, and success of 
McBee salesmen. 

Such copy is virtually a two- 
edged public-relations sword. From 
the uninformed reader’s point of 
view, it is educational. From the 
McBee salesman’s point of view, 
it is a well-deserved pat on the 
back. 

This brings us to the subject of 
how these ads are written. It is a 
sort of cooperative venture be- 
tween McBee top management and 
Mr. McPherson of the agency. All 
the writing is done at the agency, 
but management helps with the 
selection of subjects and reviews 


the copy before it goes to press. 


Mr. McPherson has the ad- 
vantage of having handled the 
company’s public relations for 


some time. He knows the company, 
its products, its plants, its execu- 
tives thoroughly and intimately. It 
takes that sort of person to pre- 
pare an effective plant-city ad- 
vertising program. Syndicated ads 
to which a company merely adds its 





signature usually are too general 
and certainly can’t sell the per- 
sonality and specific operation of 
each and every company which 
uses them. 

Plant-city advertising also takes 
time and planning. Here are some 
suggestions based on McBee’s 
experience : 

First, each individual company 
has to analyze its own operation 
and take the individual steps to 
meet specific problems. Almost 
every one of the McBee ads was 
inspired by some incident or com- 
ment overheard in the plant while 
gathering material for the plant 
newspaper. 

Second, there is the matter of 
striking a nice balance between the 
company’s tendency to be overly 
modest and the agency’s desire to 
tell everything. As McPherson 
says, “We have influenced manage- 
ment and its approach has tem- 
pered us. The result has been a 
compromise that is about right.” 

Third, it helps to come to an 
agreement on an elastic set of prin- 
ciples as a guide for the whole 
series of ads: 

1.-Be informative. 

2. Be completely honest. 

3. Be brief and simple. 

4. Don’t preach. 

5. Appreciate the fact that thie 
people you are talking to are as 
smart as you are. They are only 
somewhat less informed. 

6. Write with a primary atti- 
tude but be sure to avoid insulting 
condescension. 

Most important of all is the at- 
titude of the company. No public- 
relations man, no matter what his 
training, his technique, can do a 
good job if top management wanis 
to turn its plant-city public-rela- 
tions program into a propaganda 
‘ampaign ; wants to sell the com- 
munity political ideas instead of 
interesting facts about products, 
employees, and policies. 
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AST executive in 

Chicago received several Christ- 
mas gifts from companies he did 
business with. Among these gifts 
were a couple of bottles of liquor 
from a printer and an assortment 
of food from one of the country’s 
largest distributors of foodstuffs. 

The whiskey never left the office, 
because the executive’s associates 
persuaded him to open the bottles 
at quitting time one day. In fact, 
the executive scarcely tasted the 
liquor. Others in the office finished 
it off in short order, and there 
wasn’t much the man could say— 
except grumble about it when he 
got home. And his wife told him 
she was glad it happened. 

The executive didn’t open the 
food assortment until he got home, 


year an 


and he and his family enjoyed the 
relishes, pickles, candies, and other 
foods for several days. Everybody 
in the family wanted to know 
where the package came from, and 
the food company made a lasting 
impression on everybody in the 
house. , 

Of course, this is only one 
example, and it doesn’t change the 
fact that many men prefer liquor 
to food as Christmas gifts. Find- 
ing out which businessmen prefer 
food, which prefer liquor, and 
which prefer other gifts is a prob- 
lem now confronting many busi- 
ness organizations. 

Along about this time every 
year, executives begin to think of 
presents they can give to their cus- 
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Surest way to enjoy your own Christmasistoselect | 
gifts for employees, customers, friends, business 
associates early. Here are suggestions to help you 
take the headache out of selecting and mailing gifts 


tomers to let them know their busi- 
ness is appreciated. Many com- 
panies get in a rut and give the 
same thing every year. This prac- 
tice in many cases can be a good 
one, but it is always a good idea 
to check a few customers for their 
reactions. 

Consider the example of a large 
organization that 
bottles of liquor to all its cus- 
tomers. After checking one busi- 
ness firm to learn what the men 
thought of the gifts, the company 
found mixed feelings. Some execu- 
tives didn’t drink and gave their 
bottles away. Others who wanted 
to drink hardly tickled 
whistle before office associates 
polished off the contents. With 
such mixed feelings in the firm, the 


passed out 


their 


company that gave the gifts de- 
cided to try a new item. A switch 
was made to mechanical pencils 
and everybody who received one 
was said to have been much happier 
with his new gift. The company’s 
contention was that the pencils 
lasted longer than the liquor and 
therefore were much better ad- 
vertisers for the organization. 

On the other 
company reported that it had al- 
ways given liquor to one group of 
its customers and added that a 
change would never be permitted 
by this group. 

Deciding which company should 
get which type of gift can thus be 
a ticklish problem. There are or- 
ganizations that try to make gift- 
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giving for business firms as pain- 
less as possible. The Autopoint 
Company in Chicago handles many 
orders every year for businesses 
that are sending presents to cus- 
tomers. All a company has to do 
is send its list of customers’ names 
and addresses to Autopoint, and 
the gift sets will be mailed out. 
Customers’ names can be stamped 
in gold on the pens and pencils, 
special cards can be enclosed, and 
holiday wrappings can be used if 
so desired. In this way, Autopoint 
assumes virtually all the respon- 
sibility, and the individual com- 
pany has only to compile the list 
and “pay the freight.” 

Some also 


businesses present 


gifts to their own employees at 
Christmas, and a few can give their 
own products. Autopoint has no 
fixed policy, however. In fact, it is 
a standing joke among employees 
at the 
that they will receive Autopoint 


pen-and-pencil company 


gift sets for Christmas. Since 
pencil-pushers at the company 


push only Autopoints, the joke 
has an added sharpness. 

It was mentioned above that the 
individual company has only to 
compile a list and pay Autopoint 
for the gift sets, plus the cost of 
postage and handling. Compiling 
the list can often be the biggest 
headache in an entire Christmas 
gift program. An engraving com- 
pany once sent neckties to its cus- 
tomers, but naturally could not 
include every person who happened 
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‘ered with 
“natural” 
85¢ Ib Pounds! 


2 Pound box $7.79 


Now for gift 
ndividually to 


ders 
place or i 
: rt +, Add 20¢ 


iving We ; 

the names of YO" 5 for each 
for the first pound on ach name. 
caditional pone 
Bulk shipmer, 00 ° 

Orders of $50. 
et cent. We g 
fresh deliveries. CANDY CLUB— 


. bout ° a 
Inquire scriptions $8 to $27 


MAUD MULLER CANDIES 
124 East Third St., Dayton 2, Ohio 








to have a part in handling invoices 
and other paper work. A few of 
these people who were not included 
got upset and complained for days. 
Some of the men who received 
neckties would not wear them to 
the office for fear of setting off 
new complaints. 

There are companies that give 
one man complete responsibility 
for Christmas gifts. He makes up 
the list and then decides what 
presents should be given. If the 
same man handles the job year 
after year, he is in a better posi- 
tion to improve the program from 
his own experience. 

There are other companies that 
ask key men in the organization to 
send in names of customers who 
should receive gifts. These are 
grouped together, discussed in con- 
ference, and certain ones weeded 
out. 

A nationally known food com- 
pany uses the collective method. 
That is, the company’s many 
branches make up their own lists 
of buyers and other important 
people who should receive gifts. 
Assortments of the firm’s own food 
products are made up and are 
sent to these people. In rare in- 
stances where a particular buyer 
is known to prefer whiskey, he may 
be given a bottle instead of a box 
(of food). But in 99 per cent of 
the cases, the company’s own 
products go to the customer. 

This same food company does 
thousands of dollars’ worth of busi- 
ness every Christmas season for 
small business organizations. Coal 
companies, laundries, and similar 
businesses have small gift boxes of 
food packaged for their employees. 
Larger boxes are filled with assort- 
ments for larger companies to give 
their friends and associates. Here 
again, there isn’t much work for 
the coal company, laundry, and 
other companies. The food firm 
prepares the assortments in sea- 
sonal wrappings, and boxes are de- 
livered ready to be passed out to 
employees. In cases where the 
larger boxes are to go to business 
associates or customers, the gifts 
are wrapped and mailed by the 


HERE’S THE ANSWER 
TO YOUR CHRISTMAS 
GIFT PROBLEM! 


THE Nunecia OF 


FRUIT 
cakes! 


Wim 
Guild Crest 


ty FARM CREST 


Delicious, tantalizing golden cake lavishly 
filled with rich nutmeats and luscious fruits, 
beautifully packaged in an attractive metal 
bumidor. Truly a real taste treat that will 
please your friends and customers! 

Act now! Send your gift list to us and we'll 
do the rest. With each fruit cake, we’ll en- 
close a Christmas gift Group orders of 
card with your name or more 


(or your own personal 
cards if you send 2% Ib. $295 ea. 





them), and handle all 
details of addressing and 5b. $55 ea, 
shipping. (No C.O.D.’s). POSTPAID 


Individual Orders 2% lb. $3.75, 5 lb. $6.86 
FARM CREST BAKERIES, 5651 RUSSELL, DETROIT 11, MICH. 








The Good Business Gift! 


FLORIDA ORANGES 


AND GRAPEFRUIT 


This Christmas send your business remembrance 
gifts to the home and make a double hit. For 20 
years, leading business firms have relied on Hadlock 
for select quality, nature-ripened, grove-fresh Fler- 
ida fruit. Satisfaction guaranteed. 


ORDER NOW—EXPRESS PREPAID 


Beautifully packed, your card enclosed 
QUALITY SELECTS (all oranges, or oranges and 


Grapefruit mixed) 55 Ib. Bushell... ‘ $6.00 
HALF BUSHEL (27 Ibs.).......... von $3.50 
90 Ib. BOX (1 3/5 bu.)......... ; $9.00 


Prices quoted are shipments East of Miss, River, 
except Wis.—slightly higher West. 


Write for free, color-illustrated folder listing many 
other fruit packs. 


HADLOCK FRUIT COMPANY 


Box 8V Mount Dora, Florida 
References: First National Bank of Mount Dora 




















GIFT FOR GOLFERS 
Score a Hole in One with your golfing friends with 
Hole-in-One Putting Trap. Takes perfect shots, only. 
on rug or lawn, just like cup on green. Use in«doors 
or outdoors—FUN FOR PARTIES. Good practice trap 
Steel construction. 


I a inciiniteinitivennnensingreveiommamnnats $2.00 

Set of 3 (Red, Yellow, Green, to make 3-hole 

fry | course) postpaid ( 

SPECIAL WHOLESALE PRICE, ppd. $15.00 per Doz. 
ORDER DIRECT FROM THIS AD 

P. BERGHMAN CO., 54 S. {9th Ave., Maywood, Ill. 
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eT MONARCH solve Your GIFT PROBLEM 


For Employees —For Customers— For Friends 


In beautiful gift boxes (eight different 
assortments) so festively packed with 
famous delicacies from the House of 
Monarch Finer Foods, you will find 
the perfect answer to the annual holi- 
day gift question, ‘What 

shall we give our em- 

ployees, our customers 

and our friends?” 


20 ITEMS 


ciates good food—every 

person feels flattered by the gift of 
Monarch Finer Foods. Each box is brim- 
ful of foods that are new and exciting 
treats—rare and delightful jams, jellies and 
pure fruit preserves—plus a host of won- 
derful fruits and vegetables 

bearing the famous 

Monarch Finer Food label. 


Great convenience is an- 

other big reason why so 

many of America’s top executives now 

select Gift Boxes of Monarch Finer 

Foods. Illustrated folder of all assort- 

ments on request. Prices per Gift Box 

range from $1.80 to $15.66, delivered 

with your greeting card anywhere in 

the United States. Make your selection 

now by getting in touch with the Reid ‘ , : 
Murdoch Office nearest you. ' 25 ITEMS 





See list below. 


phone, write or wire 


211 W. Pratt St. 4433 E. 49th St. 19 Terminal Way 
Baltimore, Md. Los Angeles, Calif. Pittsburgh, Pa. 
Phone: Mulberry 1527 Phone: Jefferson 3154 Phone: Hemlock 0800 


Hamilton & Commerce Sts. 600 Minnesota St. 500 N. Third St. 


. . * Houston, Texas San Francisco, Calif. Minneapolis, Minn. 
World s Largest Family of Nationally Distributed Finer Foods Phone: Preston 8147 Phone: Valencia 4-2370 Phone: Geneva 6635 


REID MURDOCH, Division of Consolidated Grocers Corp. Dennis & Lemon Sts. 350 Medford St. 325 N. La Salle St. 
Y int Jacksonville, Fla. Somerville, Mass. Chicago, Illinois 
Chicago, Illinois Phone: 4-5523 or 4-5524 Phone: Prospect 6-2450 Phone: Superior 7-5000 
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MISTLETOE 
for Christmas Giving 


Traditionally a part of the gaiety and laughter 
that fills the Christmas season, attractive 
sprays of Mistletoe are ideal gifts for friends 
and for your own home decorating. A gener- 
ous box of fresh, fully leaved sprigs, garnished 
with berries, will speak your “Merry Christ- 
mas” to friends and associates. Enclose ad- 
dresses and greeting cards with gift orders, 
we'll do the rest. At your home and at other’s, 
make this Yuletide merry with mistletoe. All 
orders shipped to arrive about December 20th. 


“Merry Christmas” Gift Box ...$3.45 


PREPAID IN CONTINENTAL U.S. A. 


MISTLETOE HILL FARM 
BOX 932 MEDFORD, OREGON 


























IDEAL 


Fresh, Yuiey for 


FLORIDA FRUIT 


for the coming holidays 


—picked and shipped same day. 
FULL BUSHEL MIXTURE 


approx. 2 doz. grapefruits and 5 doz. 
oranges — or oranges or grapefruit 


GIFTS 


(or personal use) 
Delicious vitamin-filled, juicy, sun-ripened Florida fruit 






























“SHOWCASE OF WISCONSIN CHEESE” 
A beautiful gift-wrapped box containing seven well- 
aged varieties of Wisconsin’s Famous Natural 
Cheese. Includes Cheddar, Swiss, Bleu, Brick, 
. Gouda. A real pleasure to 

give and to receive. Ship. Wt. approx. 4 lbs. De- 
livered to any U.S. address $3.90 (Ten or more 
$3.70 each). LUXURY PACK 
Our choice selection of eight varieties of natural 
Wisconsin cheese in attractive gift-wrapped 
Ship wt. approx. 6 lbs. Postpaid anywhere in U.S. 
$5.95 (Ten or more $5.65 ea.) 
Please specify whether you want your order shipped 
immediately or at Christmas time. Unless specified 
we ship at once. 
We specialize in gift mailings for 
industrial lists. Write for cireular. 

SAK’S CHEESE HOUSE 

Middleton 2, Wicconsin 



































A beautiful five- 
drawer gift chest in gold 
and green that will be remembered 
long after its delicious contents are gone. 


A TREAT IN EVERY DRAWER 
Hand Dipped Chocolates . . . Glacé Fruits... 
Parfait Jellies . . . Creamy Caramels . . . 
Spiced Nuts and Jordan Almonds. 

The same delightful assortment available in 

five sizes pri: at 

$7, $8, $10, $12.50, $15 (plus postage) 
Specialists for twenty years in personalized 
attention to individual and quantity orders. 


ANNA BIBRO 


928 Madison Avenve, New York 21, N.Y. 
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only 





$5.25 


























Ye BUSHEL MIXTURE $3.00 


or oranges or grapefruit only ............ 










grapefruit, oranges 


XMAS GIFT PACKAGE 


Spray of Kumquats — full bushel of assortment of tangerines, $6 25 








% Bushel XMAS Gift Package 


$3.50 














ORDER NOW! All Prices Express Prepaid. 


Add 35c for express for all orders north of Illinois and west of Mississippi River. 


SATISFACTION UNCONDITIONALLY GUARANTEED 
GLORIA GROVE 


DEPT. AB_ DADE CITY, FLORIDA 












food company or its branch. 

The same kind of thing is done 
by many firms. That is, fruit, 
hams, turkeys, and various other 
foods can be ordered and sent 
directly to the customer. Or the 
foods can be ordered by a com- 
pany—to be delivered at a certain 
time—and can be given to em- 
ployees just before they go home 
for the day. 

If a company isn’t sure it wants 
to send the same thing to all its 
customers, it can delegate one or 
several people to shop around for 
gifts. Personal shopping, however, 
is difficult, and it isn’t always ad- 
visable. Neckties are the old 
stand-by for some businesses, al- 
though after they are worn the 
first time they usually merely take 
up space on a tie rack. One enter- 
prising head of a company per- 
suaded his wife to select neckties 
for some of his customers, and 
most of them saw considerable 
service. Even with a woman mak- 
ing the selections, however, the re- 


sults aren’t always as favorable 
as they could be. 

A gift that has been the peren- 
nial favorite of some insurance 
companies and other organizations 
is the Dartnell Personal Record 
Book for Executives. American 
Mutual Alliance, trade associa- 
tion of insurance companies, mails 
out these books every year to a 
selected list of state supervisory 
officials. The officials’ names are 
stamped on the cover to give a 
personal touch, and every day 
that the person makes a notation 
in the book, he is reminded of the 
trade association. 

Many insurance companies use 
the personal record book—and 
other date books—to give to their 
agents. Smaller, less expensive 
notebooks are often given to 
policyholders as Christmas gifts. 

Another gift-giving idea is that 
promoted by book match com- 
panies. Most of them handle orders 
from businessmen who want to dis- 
tribute inexpensive gifts among 
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Plastic bases in 
black, copper, or 
gun metal, Deluxe 
walnut bases, 


in gold. 
silver, or plastic 
to correspond with 
copper or gun 
metal HP.6 sets. 













Corresponding Plastic Bases for HPN-30 Set. 


Build Lasting Friendships 


Give Sengbusch Handi-pen Desk Sets or Sanitouch Moisteners 
. « . as a pleasant daily reminder of your goods and services 


stamps, envelopes, labels, or of handling money. 























Capillary-action Handi-pen Desk 
Sets, with their colorful eyecatch- 
ing plastics and tasteful styling, 
make a big impression on all who 
see them. 

The Sengbusch Sanitouch Mois- 
tener provides an extremely prac- 
tical way of moistening fingers, 


Your business customers and prospects appreciate 
either the instantaneous, effortless writing of Sengbusch 
Handi-pen or the sanitary convenience of Sanitouch 
Moisteners. Order your gift supply now—with your 
company name or trademark imprinted in either gold or 
silver leaf. Literature, full details, and attractive quantity 
discounts furnished on request. 





Sanitouch Moistener 


SELF-CLOSING INKSTAND CO., 19109 Sengbusch Bldg., Milwaukee 3, Wis. | 




















ia « ncUsTOmep an unusually large number of cus- | 
le | ° ' > tomers. Advertising or holiday 
magine: messages are printed on the covers, 
n- A way to solve < along with the name of the com- 
ce your Christmas 4¢y¢q x1 pany that is sending out the gifts. 
18 oe works wi During Christmas, as well as on 
out leaving your office. Write for our 8 ~eeaagphaan 
d 40th Anniversary “Treasure Chest” regular occasions, some salesmen 
n of Gift ideas. present book matches with holiday 
oi . i ver as calli 
4 Secs ave o few oumgested ttexe— greetings on the cover as calling 
with many more to choose from: cards. 
2 Deciding how much to pay for 
Vv Cutlery Sets Travel Kits F , " , 
: . Christmas gifts is an important 
e P . 
teak Knife Sets First Aid Kits point in any program. Cus- 
a -A- . 
. Zip-A-Robes Auto Compasses tomers have a way of talking 
d Clocks Card Sets among themselves, and if one cus- 
a Pendleton Blankets Auto Altimeters tomer learned that another re- 2 
Bar-B-Q-Chef Sets Barometers ceived a gift that cost considerably Christmas ells 
f solid, polished brass, and being in chime, 
e Auto Robes Thermometers more than the one he got from the will joyfully ring out the Holiday message. 
Leather Htems Penile Kits same company, there might be | | meg sr srung co herr, cond wi 
r Desk Items Lighters trouble. spot in your home. 
6 With all these factors to con- With your card, we will gift wrap and mail, 
¥ 2 ‘ , @ yearly and seasonal reminder of your 
) Beautiful gifts bring lasting re- sider, it is obvious that a gift- thought. 
membrance from your empl + Graduated from 4 x 5 inches to 4 x 24% 
’ pie a es giving plan takes plenty of inches, the set of three bells will be sent 
ustomers, business associates, a itn Post Paid in the U.S.A. for $4.75. Send 
t Board of Directors, and friends. thought and time if it is to do any check or Money Order, no stamps or 
‘ . . O. D.’s, ase. 
. good. If a plan is carried out eer 
; NEWTON MFG. CO. properly, however, it can go a long Sauer- Weluin 
1 way in improving a company’s 2020 North Broad St. 
DEPT. H, NEWTON, IOWA y P g P ” Philadelphia 21 Pennsylvania 
; business position. 
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MULTIPLEX 


KEEPS CURRENT 


INFORMATION 
POSTED ..- Right At 
Your Finger Tips — 


Put efficiency into your business — post 
current information . . . charts, graphs, 
photographs, maps, records, drawings, 
printed matter, schedules, control sheets, 
blueprints, advertising and other material 
on the swinging panels of a Multiplex and 
you have them right at your finger tips, 
always ready for immediate reference. Do 
away with out-dated, old fashioned meth- 
ods of filing in desk drawers, cabinets or 
other hiding places. Get a Multiplex—save 
time . . . eliminate confusion and losses. 
There is a size for every need—floor, wall 
and desk models, with a wide range of 
wing-panel sizes. Write today for free 
catalog and prices. 


MULTIPLEX 
DISPLAY FIXTURE CO. 
916-926 N. Tenth Street 

ST. LOUIS 1, MO. gu 




















The following literature is of 
special interest to executives 
active in business manage- 
ment. Unless otherwise stated, 
it will be sent upon request to 
either the company or editor. 
It is current, and requests for 
this literature received several 
months after date of this is- 
sue may find supplies of the 
various booklets are exhausted. 
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1091. THE NEW RECORD DEXI-' 
GRAPH. By using a Record Dexigraph, 
an office worker can make 150 or more 
prints an hour, and she doesn’t have 
to be experienced! The machine is ex- 
cellent for copying records that must 
be duplicated fast and efficiently. The 
prints can be the same size as the origi- 
nal or they can be reduced in size. A 
big advantage of the Record Dexigraph 
is that its casters make it easily mobile, 
and an operator doesn’t have to run 
from one place to another to turn out 
the prints. Write for the booklet that 
describes this amazing machine. 


* * * 


1092. SELLING AMERICAN GOODS 
UNDER THE MARSHALL PLAN. 
Businessmen who are thinking of adding 
foreign customers to their lists—or who 
have already done so but are still con- 
fused about it all—can get some good 
points from a booklet just recently off 
the presses. The booklet tells all about: 
The customers—the European business- 
men; the salesmen—the American busi- 
nessmen; and the banker—the ECA. 
Charts illustrate a few of the more 
difficult explanations. For the business- 
man selling overseas, this booklet can be 
extremely helpful. 


* * * 


1098. FACTS ABOUT FIRE. In 1948 
fire losses in the United States ran to 
30 lives a day and cost $1,950,000 a day. 
Many of these fires razed business 
establishments and ruined many busi- 
nesses that had taken years of hard labor 
to build, at the same time depriving 
customers of some excellent products. 
The Fire Protection Institute has 
released a booklet that contains numerous 
facts about fires, and what can be done 
about them. Write for a copy for your 


own protection. 
* * * 


1094. PARALIER SERIES 11 AND 12. 
If your employees are complaining of 


headaches from bad lighting and if 
morale is low—possibly because of in- 


me SHRED ALL 


WASTE PAPER SHREDDER 


Quickly shreds newspapers, magazines, 
waste paper, tissue, cellophane, corru. 
gated cartons, wax paper, etc., into uniform 
resilient strands ideal for packing pur. 
poses. Especially adapted to shredding 
confidential records, blueprints, etc., per- 
mitting the return of this high-grade paper 
to the paper mills, for re-use. 








Compact, jeal, safe. All revolving parts 

are covered. I ly adj ible. Shreds 14” to 

36”. Designed for continuous and trouble-free 
service. 





WITHOUT OBLIGATION 
Any sample submitted will be 
shredded to your specification 
and returned. Without Obligation 














UNIVERSAL SHREDDER COMPANY 
SAGINAW, MICHIGAN 





Treat Yoursel lo 


SITTING COMFORT 


Here is comfortable sitting for the 
executive, in a chair that also pro- 
vides for postural aid. 

To sit in a correctly fitted Do/More 
is to experience a new sensation of 
relaxation and relief from restless- 
ness...It’s really a wonderful chair. 


joke) M R OS SEATING 
E SERVICE 


Write for name of tne nearest 
Do/More agency, and FREE 
copy of our interesting book- 
let, ‘‘Physical Fitness.” 

DOMORE CHAIR COMPANY, INC. 

Dept. 1003, Elkhart, Indiana 
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adequate illumination—Paralier may be 
an eye-opener for you. Paralier is a 
name given to a new fluorescent lighting 
fixture that uses parabolic reflectors for 
each lamp—said to be a basic factor of 


design. 
: * * * 



















1095. VISIBLE RECORDS—WHY? 
WHEN? WHICH? In this booklet 
Acme Visible Records, Inc., answers the 
questions, “Why and when Acme Visible 
equipment should be used?” and “Which 
type of Acme should be chosen?” Plenty 
of case histories show how visible records 
are used to best advantage. The best 
type for each application is also pointed 
out. An interesting foreword describes 
the history of present-day records in 
four compact paragraphs. Write for a 
copy if you are interested in efficient 
filing. 





* * * 











1096. HASKELL CATALOG 1949-1950. 
A 12-page catalog gives complete in- 
formation about typewriter tables, shelf 
and leg-type tables, single and double 
pedestal desks, special salesmen’s desks, 
flat-top and secretarial desks, fixed-bed 


and overhanging desks, mail-sorting 
racks, and hotel form files. Haskell 
Manufacturing Company’s catalog high- 
lights its Work-Flow drafting desk with 
a two-page spread. All in all, there is 
a special steel office desk or table for 
every special purpose. 


* * * 


1097. EMPLOYEE RESTAURANTS 
IMPROVE LABOR RELATIONS. En- 
gaged in food management since 1930, 
| Crotty Brothers, Inc., shares its experi- 
> ence through a simply written brochure. 
| The effects of a good company restaurant 
or cafeteria upon employee relations are 
' outlined. To emphasize these points the 
food facilities of such well-known com- 
panies as Royal Typewriter, Mack 
Truck, Lever Brothers, Aldens are pic- 
tured. With each picture is the comment 
of a worker in the plant. Send for your 
copy today. 





* * * 


Requests for these booklets may be sent 

either direct to the company, or check 

the number below, clip and attach your 
company letterhead, and mail to the 

Editor, AMERIcAN Business, 4660 Ravens- 

wood Avenue, Chicago 40, Illinois. 

1091. Photo Records Division, Reming- 
ton Rand Inc., 315 Fourth Ave., 
New York 10, N. Y. 

The Office of Information, Econom- 
ic Cooperation Administration, 
Washington 25, D. C. 

Fire Protection Institute, 670 Fifth 
Ave., New York 19, N. Y. 

Moe-Bridges Corporation, Sheboy- 
gan, Wis. 

Acme Visible Records, Inc., 122 S. 
Michigan Ave., Chicago 3, IIl. 
Haskell Manufacturing Company, 
Dept. L, 207 Penn Ave., Pitts- 

burgh 21, Pa. 

Crotty Brothers, Inc., 137 Newbury 
St., Boston 16, Mass. 
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CUT DOWN COSTLY 


with \\ \) rent-saving 
WILTSHIRE MODERN 





A Wiltshire Modern desk will reduce space requirements 
for a single employee by many square feet. At $3 per 
square foot average annual rent . . . Wiltshire Modern desks 
for your entire staff will enable you to consolidate your office 
at a substantial rent reduction. 
Wiltshire Modern does away with extra floor space required 
to house auxiliary office equipment. This self-sustaining 
wood desk line successfully handles ‘‘big’’ work loads . . . 
competently . . . effortlessly. 
An investment in Wiltshire Modern is an investment 
in rent economy. Ask to see ‘‘Wiltshire Modern by Imperial’ 
at your dealer .. . NOW. 


= = 
wiltshire modern 
THE “RIGHT” DESK LINE FOR YOUR OFFICE 








Wiltshire Modern 
Executive desk, 


Empersal 
one of the complete desk company 
Office line. EVANSVILLE 7, INDIANA 
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RITE-LINE copvuwo.tper 


@ SAVES EVESTRAIN 

© PROMOTES ACCURACY 

© INCREASES PRODUCTION 

© ADJUSTABLE TO VISION 

© WILL TAKE ANY SIZE COPY 
UP TO 20 INCHES 


© CAN BE PUT AWAY IN 
DESK DRAWER WHEN 
NOT IN USE 


© PORTABLE—DOES NOT 
HAVE TO BE ATTACHED 
TO DESK 


© HOLDS YOUR NOTEBOOK 


$ 1 57> TAX 


Attachments for copying from wider sheets: 
15-INCH EYE GUIDE EXTENSION—$1.10 
20-INCH EYE GUIDE EXTENSION—$1.25 





RITE-LINE CORP. 1025— 15th St. N W 


Washington 5,0.C 













$2450 plus Fed tox 
(Supplies Extro! P 


NO STENCILS 

NO PLATES 

NO RIBBONS 
NO INK 


Prints from carbon impressions typed on a long 
strip of paper tape-up to 20 addresses per minute. 
Reproduces from 50 to 100 times. Clean, simple, 
easy to use. 





Pat appid. for 


Will also print from 
typed labels attached 
to your business forms. 
At your office supply 
dealer or write to — 


fllson rit ecucee C2 


5508-A Excelsior Ave. . Minneapolis 16, Minn. 


Phone Privacy 


Snap a “‘Hush-A-Phone’’ on your 
and eavesdroppers cannot 
ear you; prevents phone 














i h 
annoyance; improves one 
4 <9 Only =, 
Specify E-I or F-I as marke 
on phone handle. An ideal gift. 
Catalog on request. 


Hush-A-Phone Corp. 











HOURMASTER 444 na7e5 
ts Payrol/ Time Errors... 





Computes elapsed time from nearest 5 minute 
interval. Banishes natural confusion of 60 
minute divisions of the hour with decimals 
common to most calculations. Simple to use! 
Permanent plastic. Satisfaction guaranteed. 
$7.50 postpaid. Free folder. 


The Hourmaster, Box 533A, Westfield, N. J. 
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MEW BUD 


MANAGEMENT-UNION ARBITRA- 
TION. By Maxwell Copelof. Any busi- 
nessman who expects to have a labor 
relations issue come to arbitration should 
read this book. Mr. Copelof is a former 
code administrator for the NRA who 
has spent the years since the demise of 
that institution working in the field of 
industrial relations. This collection of 
case studies from his own experience 
during this period embraces a wide scope 
of labor-relations problems and includes 
details of many types of situations not 
readily available elsewhere. These are 
typical problems arising through the 
complex relationships of industry today 
explained in very readable language 
which avoids many of the technicalities 
and academic confusions of previous 
work in the field. 

As Mr. Copelof points out, in arbitra- 
tion proceedings it is not enough to 
have a good case. The case must be 
well presented and, most important for 
this presentation, the parties involved as 
well as the arbitrator must have a 
broad knowledge of how similar situa- 
tions have been handled. These studies 
provide much of this necessary knowl- 
edge. Harper & Brothers. $5. 


DYNAMIC EQUIPMENT POLICY. 
By George Terborgh. According to this 
author, few companies in this country 
have a sound policy of replacing the 
tools with which each company’s people 
turn out the plant’s product. He points 
out that too many businessmen, charged 
with the responsibility of authorizing the 
purchase of new equipment, depend on 
hunch and guesswork in deciding when 
to replace worn or used equipment. He 
says that the crisis in production fa- 
cilities in Europe is not wholly due to 
the devastation of war, but at least 
partially the result of long neglect of 
the physical facilities of production. 
Every businessman in this country knows 
of similar cases in his own industry, 
where one-time leaders have allowed 
their plants to deteriorate to the point 
where they can no longer compete with 
more modern plants. 

In this comprehensive study of re- 
placement of manufacturing facilities 
the author presents about every known 
method or principle now employed. 
Throughout the book he refers to the 
present old equipment as the “defender” 
and the proposed new equipment as the 
“challenger,” and proceeds to show, in 
many different ways, how a sound de- 
cision may be reached. 

It is not a book for an evening’s di- 
version. While the author promises that 
no calculations are used requiring more 
than a sound knowledge of simple 
arithmetic, the book requires careful 
study and is one which may be helpful 
in setting up a sound replacement policy 
for any business. McGraw-Hill Book 
Company, Inc. $3.75. 











KNOCK OUT 
BULK, WEIGHT 
and HIGH COSTS 
in YOUR 
ADDRESSING 
DEPARTMENT 



















Any standard 
typewriter sten- 
cils addresses in- 
to Elliott non- 
metallic address 
cards and they 
can be filed in any 
metal address 
, plate cabinet. 
To learn how easy it is to change from 
metal address plates to non-metallic 
Elliott Address Cards, without disturbing 
your addressing department, phone the 
nearest Elliott Office listed under Ad- 
dressing Machines in your classified tele- 
phone directory or write 


ELLIOTT ADDRESSING 
MACHINE COMPANY 


153-A ALBANY ST., CAMBRIDGE, MASS. 

































10 EXCLUSIVE FEATURES 


5/7-Na-Lok 


VISIBLE RECORD SYSTEMS 






; WASSELL 
ORGANIZATION, Inc. 
Dept. P « Westport, « Conn. 








Cut Costs with 


DARTNELL FORMS 


Save Time and Money 


SaLesMAN’s Application Bianx — Used 
by more than 3,000 concerns to find weak 
points in applicants for positions as sales- 
men. A four-page form embodying best 
features of many forms. 81x11 inches. 


Write for FREE Samples 


DARTNELL CORPORATION, Publishers 
4660 Ravenswood Ave., Chicago 49, Ill. 
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WHERE TO BUY IT 





Steel Signals 





SAMPLES 
FREE 


Signal vital facts with Cook’s File 
Signals—automatic reminders, in- 
valuable for classifying, indexing 
data. Card of actual samples (all 
styles, colors) free ; no obligation. 
The H. C. <as Co., 38 Beaver St. 

Ansonia, Conn. 


SIGNALS 











Now, at last, you can have the full benefits 


of an employee magazine without employee 
magazine . 

@ NO PRINTING @ NO EDITOR 

@ NO PLATES @ NO PAPER 
@NO ARTWORK e@ LOW COST 


Pin this to your and 
mail today for full particulars about the plan 
that gives you the full advantages of an em- 
ployee magazine without employee magasine 








The Bureau ts the world's targest producer 
of 

















Executives Wanted 








SALARIED POSITIONS 
$3,500—$35,000 | 
If you are considering a new connection | 
communicate with the undersigned, We 
offer the original personal employment | 
service (39 years’ recognized standing and | 
reputation). The procedure, of highest | 
ethical standards, is individualized to your 
personal requirements and develops over- 
tures without initiative on your part. Your 
identity covered and present position pro- 
tected. nd only name and address for 
details. R. W. i al INC., 201 Dun 
Bidg., Buffalo 2, 











SALARIED PERSONNEL $3,000—$25,000 
This reliable service, established 1927, conducts 
confidential negotiations for high grade men 
who seek a change of connection under condi- 
tions assuring, if employed, full protection to 
present position. Send name and address caly 
for details. Personal consultation invited. JIR 
THAYER JENNINGS, Dept. O, 241 ‘cues 
St., New Haven, Conn. 





EXECUTIVES—CONTEMPLATING A CHANGE? 
Your personal requirements met through our 
flexible procedures, affording full protection of 
your present position. We have the know-how 





SERVICES and SUPPLIES 





Steel Guide Tabs 





Unbreakable spring jaws 
clamp them firmly to cards but 
permit removal or rearrangement, 
Large openings covered by trans- 

parent pyroxylin, white, blue, green, yellow, pink or red- 
insertable tabels in perforated strips for typing. 

2 Sizes, 1 in. wide and 2in. Tops straight, or bent back. 
Sold by best stationers, U.S. and foreign, or sent post- 
paid to responsible firms on 30 days’ trial. Price list free. 


Now filling orders promptly 
Samples (5 or less) 2 cents each 
8,578 used by Crouse-Hinds Co., Syracuse 


CHAS. C. SMITH, Mfr., Box 634, Exeter, Nebr. 





and nation-wide contacts to negotiate 
fully for you. Details on request, mailed under 
confidential cover. JEPSON EXECUTIVE 
SERVICE (Est. 1939), 1071 Porter Building, 
Kansas City 2, Mo. 





Postcard Advertising 








DYNAMIC! ATTENTION GETTING! 


Flash and Royal Border Postcards Give 
Your Message the Punch It Needs 





Send for samples today 





KUPFER PRINTING COMPANY 
501 S. Jefferson St. Chicago 7, Illinois | 








Labels—AIl Kinds 












GUMMED & UNGUMMED 


LA B E LS @ QUICK SERVICE 


FOR EVERY PURPOSE @ LOW PRICES 


TOMPKINS’ LABEL SERVICE 


Frankford Ave. at Allegheny Ave. Phila. 34, Pa. 







© HIGH QUALITY 





Inventions for Sale 





EXPLOIT NEW INVENTIONS and make 
money. Write for our free classification sheet 
of inventions for salee ADAM FISHER CO., 
41 Enright, St. Louis, Mo. : 
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WO results from. currency devaluation are 

already in evidence. Certain raw materials 
from sterling area countries have dropped in 
price. Imports of finished products are increas- 
ing. Both tend to exert a downward pressure 
on prices here, and price-cutting in tires and 
other affected products has started. Business- 
men worry about the deflationary trend, fear- 
ing that the threat of lower prices may curtail 
forward buying after the turn of the year. They 
worry, too, over the prospect of falling auto- 
mobile production next year. Some agree with 
Secretary of Labor Tobin that 1950 may be a 
tough year for business. It is not possible yet 
to measure the effect of devaluation and the 
recently announced tariff reductions on domes- 
tic sales. That exports will suffer is obvious. 
But while this mass adjustment of currencies 
and the tariff adjustments may not bring about 
any permanent cure to the world’s economic 
ills, they are a step toward facilitating trade 
between the nations and should, in the long run, 
prove favorable. If the recession of last spring 
proves anything at all, it proves that those who 
took off their coats and went after business with 
everything they had, got it. Those who ran for 
the cyclone cellar and frantically began to 
slash expenses, including much-needed sales 
promotional programs, took a beating. Now 
they are coming down the home stretch of 1949. 
They may not be able to close the gap. 


What Price Pensions? 


The emphasis which organized labor is put- 
ting on noncontributory pensions gives point 
to a remark by General Eisenhower, that the 
ultimate in security would be a life sentence in 
a penitentiary. Acceptance of the principle that 
old-age pensions should be a charge on produc- 
tion may seem unimportant. But it will prob- 
ably result in making pensions and welfare 
plans about the hottest thing in industrial rela- 
tions. Should the Ford agreement establish, as 
it might, a national pattern, and the cost of 
pensions be paid out of increased prices—as 
noncontributory pensions must eventually be 
paid—it means price inflation and still high- 
er price levels. Who then pays the pensions? 
The consumer, of course. And who are the con- 
sumers? Everybody, including the workers 
getting the pensions. So in the long run the 
pensions will be paid by the age-old trick of 
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clipping the coinage, or under modern practice 
printing more and more paper money. Then 
what happens? The pension dollars will not buy 
enough groceries and so, as in Britain, there 
will be a demand for the nationalization of in- 
dustry and the other devices of the socialistic 
state. Perhaps it is time to think a little more 
about opportunity, and a little less about secu- 
rity. Perhaps it is time to take a good long look 
at our own employee welfare plans. Pensions 
which encourage our people to save for their 
old age are one thing. Pensions financed en- 
tirely out of increased prices are something else. 


The Sales Deficiency 


Walter C. Ayers, an advertising man, points 
out that in 1940 there was 1 salesman for every 
14 workers. In 1948, notwithstanding the in- 
crease in population, there was only 1 salesman 
for every 28 workers. So he concludes that if 
the country is to enjoy full prosperity we need 
6,000,000 salesmen. We now, he says, have only 
2,300,000. While these figures may need 
watering down, it is true that most companies 
could do more business if they had more sales- 
men. But just adding salesmen would solve no 
problem unless the new men pay their freight. 
They would have to know how to sell against 
resistance. They would have to be trained to 
get business at a profit. They would have to be 
supervised. They would have to be motivated. 
Perhaps the result at which we are aiming 
might be accomplished more quickly and less 
expensively by doubling the efficiency of our 
present sales organizations. To put 3,700,000 
new salesmen into profitable production, based 
on normal experience, would mean hiring and 
training about 8,000,000 candidates! Could 
distribution costs stand it? By all means let’s 
add good men to our sales organizations when 
we can profitably do so. But let’s not kid our- 
selves about the real job ahead. That job must 
be done on the 70 per cent of our present sales 
forces, who are selling 30 per cent of the busi- 
ness. How can we raise their batting average! 
How can we get them up on their toes and keep 
them there? It is not true that salesmen are soft 
and flabby, or that they won’t work as we used 
to work 30 years ago. Human nature has not 
changed. Salesmen have it in them to do a bet- 
ter job, but not all sales executives seem to 
know how to get them to do it.—J. C. A. 
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